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WISS SCISSORS | 


MAKE GREATER PROFITS 


This attractive Wiss counter dis- 
play plus the Wiss Co-operative 
Selling System will make greater 
profits for you. 


| 





Over 16 million people yearly 
read about the merits of the 
Wiss line. They know Wiss 
Shears and Scissors are the most 
economical. They ask for them 
by name! 


Resale prices are maintained. 
You make your full profit on 
Wiss goods. The stock is always 
worth its full advertised resale 
value. For bigger sales and 


A striking and popular display of 32 sizes greater profits, write for full de- 
and patterns of shears and scissors. Fitted ° . e 
for counter or window display with double tails of the Wiss Co-operative 
wooden easels. These easels can be re- ° ° 
moved if necessary to hang case on wall or Selling System. 


by hinges. Case is finished in oak with 
burnt orange panel and glass door. 


Height 22%4”, Width 16%4”. Depth 2%”. 
Total depth with easels, 10 inches. 








J.WISS & SONS CO. 


ESTABLISHED 1848 NEWARK, NEW JERSEY 
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GETTING 
the 


QUEEZE as you will, there 

is only so much juice in an 

orange. If you want more, 
you must start with a bigger and 
better orange. 


The same with tool profits. They 
begin with the line. Doubtful 
quality, cut prices, short or in- 
complete lines are just like a 
pithy orange. 





Those distributors who handle the 
full line of Greenfield tools get the 
normal profit on tool sales PLUS 
those savings which come from 
concentrated buying, reduced 
bookkeeping, unit responsibility, 
better and more uniform packing, 
and the reputation of a line of 
tools of established quality — 
known for 58 years. 





New York: 15 Warren St. 
Canadian Plant: 


Chicago: 611 W. Washington Blvd. 
Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ont. 


Detroit: 228 Congress St., W. 
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GREENFIELD’S 


Small Tool Lines 


NAMNSWDHe 


. Screw Plates 
. Twist Drills 
. Reamers 

. Gages 


. Taps 
Dies 








Pipe Tools 














Simplify 


Your Selling! 


H. A. 4-24-30 
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There’s More To A Fine Building 


ot 


a 


Than Stone and Steel 


And there’s more to a Vaughan and Bushnell Vanadium 
Hammer than wood and steel. That’s why these ham- 
mers are used by Master Carpenters in erecting America’s 
most beautiful buildings. 


a 


A special heat treating process gives them long life 
with strength and toughness to withstand the hardest 
use, 

The driving face is rounded. 

Sides are curved to prevent denting wood in matched 
flooring and wainscoting. 

The handle is especially designed to prevent all jars 
reaching the hand or wrist. 

The handle is held securely by Vaughan’s Expansion 
Wedge. If it shows any tendency to become loose, it 
may be retightened by setting the wedge a notch or two 
deeper. The wedge assures an absolutely tight handle 
at all times. 


Here’s Greater Value for the Customer that Means 


Greater Profit for the Dealer. 
Ask your Jobber for V. & B. Tools. 


VAUGHAN & BUSHNELL 
MANUFACTURING COMPANY 


Makers of Fine Tools 
2114 Carroll Ave., Chicage, Ill., U.S.A. / 
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NESCO 


Labeled 


Galvanized 


WARE 
the Quality 


LN 


Ask your jobber 
salesman, or write 
us for prices and 
information of 
complete line. 


NATIONAL ENAMELING & STAMPING 
CO., INC., 13 Twelfth Street, Milwaukee, Wis. 


Factories and Branches: 


Milwaukee New York Chicago Baltimore 
Granite City, Ill. New Orleans Laurel Hill, 
L. I. Philadelphia. 

















When in New York or Chicago visit our display 
rooms — in New York, Suite 510, 210 Fifth 
Ave. — in Chicago, 346-358 W. Kinzie St. 
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‘The Arm-and-Hammer Trade Mark Distinguishes the Better Pipe Tools from those of similar name. 








And now— 

another “Dealers’ Help” 
to increase your 

sales and profits 


carrying out our policy of 
helping those who help us. 









Another “Automatic Salesman,” this one for 
ARMSTRONG BROS. Knife Blade Cutter Wheels, 
has been added to the effective “‘Dealers’ Helps” sup- 
plied dealers who carry ARMSTRONG BROS. 

mw Better Pipe Tools. It has always been an 

ARMSTRONG BROS. policy to stand back of its 
tools and its dealers; to supply counter displays; 
stock boards, catalogs and direct mail materials; 
and to protect its dealers profits. 


You will find that all tools that bear the Arm- 
and-Hammer Trade Mark are improved tools, 
tools that have selling features, that give satis- 
faction and build repeat business—that they are 
widely and consistently advertised and have a 
definite following. It pays to display these tools 
for they are always accurately made, finely fin- 
ished, show quality and “look the price.” 


ARMSTRONG BROS. 
Knife Blade Cutter Wheels 


Accurately made of Al- 
loy Tool Steel in the 
new Knife Blade design, 
are heat treated, hard- 
ened and oil tempered. 
They hold their edges, 
cut faster, cleaner, 
easier. Rustproof for 
they are Cadmium 
Plated. Knurled or 
smooth edge for all 
standard pipe cutters. 


“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U. S. A. 
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ARMSTRONG BROS. TOOL CO. 












The most 
extensive 
line of 
pipe tools 
made. 






Each an im- 
proved tool 
designed af- 
ter tests of 
other types 
and makes. 








ARMSTRONG BROS. 
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The country’s greatest VALUES 
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low-priced 


mowers! 





Since you must earry a line of 
mowers for your low-priced 
trade, why not get on the 
band-wagon and feature the 
low-priced PRIMOS line, 
all PENNSYLVANIA-built ? 
PUT IT UP TO YOUR 
WHOLESALER TODAY! 


Pennsylvania Lawn Mower Works 
1645-65 North 23rd Street Philadelphia 


Sold only to 


Hardware and Seed Stores 
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PENNSYLVANIA-Built 


Wire Us If There’s Any 
**Hitch”’ in Delivery! 
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TWO-WAY Profits 


with 


NORTON 


Screen Door Closers 














When you sell a Norton Sereen Door And then the customer is benefited, for 


Closer, you make a substantial profit— he gets a perfected comfort-building ap- 


that’s profit No. 1. pliance at moderate cost. His ears may 

Then you make permanent, satisfied miss the slamming and banging of screen 
customers—that’s profit No. 2, for satis- | doors and his eyes may miss the dust and 
fied customers come back to you to buy insects that closed doors keep out, but he 
their hardware and other items. will certainly enjoy the peace and comfort. 


Norton Door Closers, attractively finished and neatly packed, retail 


for around $2.00. Feature them and make the two-way profits. 


THE NORTON DOOR CLOSER COMPANY 
Division of The Yale & Towne Manufacturing Company 
2900 North Western Avenue, Chicago, Illinois 
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The New 
“3,000,000” Golden Series 


DE LAVAL 


Cream Separators 











Trailing bowl discharge re- 
duces power required to op- 
erate machine —also reduces 
froth of the skim-milk. 











“V" shaped 
channels 
guide streams 
straight. 








Properly protected ball bear- 
ings make their separator 
use practical, affording still 
easier running. 











Extended shaft with 
protecting cap. Motor 
or universal power 
drive can be attached 
at any later time with- 
out taking the ma- 


chine apart. y 





























Worm wheel pinned to 
shaft in a way that permits 
worm wheel and spindle 
to align themselves—run 
easier and last longer. 








Two-length 
crank. In long 
position machine 
can be quickly 
brought to speed 
—a turn of the 
wrist and short 
crank enables 
speed to be main- 
tained with the 
least effort. 








Oil overflow in- 
s sures used oil and 
ss sediment being 
i automatically 
flushed out of the 

oil reservoir. 














y; 


fi 








These improvements together with the many other 
De Laval features of superiority and refinement make 
this new series of De Laval Separators 
— the most efficient in skimming under any condi- 

tions, with any kind of milk; 


— by far the easiest in starting and turning, particu- 
larly with milk going through the bowl; 


— the most convenient to operate and handle; 


— doubly as durable as any other, giving greatest 
length of service at the least cost and expense; 


— the most beautiful, neatest and trimmest in design, 
and much the best finished. 
MADE IN FOUR SIZES 
These new separators, together with three other complete 
series of De Laval Separators, now give De Laval dealers the 
best and most complete line of cream separators in the world. 
A size and style for every need and purse. 


The De Laval Separator Company 


New York 
165 Broadway 


Chicago 
600 Jackson Blvd. 


San Francisco 
61 Beale Street 
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Would you like to receive a copy? 
Write to The American Weekly, 
9 East 40th St., New York City. 













Q/, Mark-Up 


ELECT the biggest publication 
you can think of! Then mark up 
its circulation figures 100%, and you'll 
get an idea how many people read The 
American Weekly, the magazine with 


twice as much circulation as any other 


publication on earth—100% more! 

Note this: With 100% more circula- 
tion, it brings 100% more advertising 
help to the retailer. It pays doubly to 
display the merchandise you see ad- 


vertised in The American Weekly! 





What is The American Weekly? 


The American Weekly is the magazine distributed through seventeen great Sunday newspapers 
from seventeen principal American cities. It concentrates and dominates in 536 of America’s 


812 towns and cities of 10,000 population and over. 


IN EACH OF 185 CITIES IT REACHES ONE OUT OF EVERY TWO FAMILIES 

In 132 MORE CITIES, IT REACHES 40 To 50% 

IN AN ADDITIONAL 102 ciTIEs, IT REACHES 30 To 40% 

IN ANOTHER 117 citigs, 1T REACHES 20 To 30% 
—but that’s not all. Nearly 2,000,000 additional families in thousands of other communities reg- 
ularly buy The American Weekly— making the unprecedented national total of 6,000,000 families 


who read The American Weekly. 
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OUR store may not be located anywhere 
near an oil well — and you may never sell 
a wrench to be used on the pipe lines. But the 
fact that TRIMO is first choice in the oil fields 
is an influence helping your TRIMO sales. 


For the oil fields are the proving ground of the 
pipe wrench. The best wrench there is the best 
wrench anywhere. And when customers ask, 
“Is TRIMO strong?” your answer can be, “Why, 
this is the wrench that they use in the oil fields.” 


TRIMO 


Pipe Wrench 


All Steel for Strength 
Handle Drop Forged Not Cast 








Made by Trimont Mfg. Co., Inc., Roxbury (Boston), Mass. 
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LOCK 


ForAll Standard Styles of Steel Track 


= 
1 











Right 

; —aar Angle 

ee vacx Elevation 
———=~ Of Load 


























4 AQJUSTING BUSHINGS 
ngine FOR 293 TRACK 





USTABLE] 









For the unloading of 

big or little crops of 
hay or grain on any farm 
there is no _ unloading 
equipment superior to 
Myers Unloaders, Forks, 
Slings, Pulleys and Fix- 
tures. 
















Their record for speed, 
ease of operation, extreme 
tonnage and longevity, es- 
tablished and maintained 
year after year on farms 

























' ROPE TO 


TRIP CAR 

ney Seat without number, stands to- 
| 

OF LOAD day as a sure guarantee of 


profitable sales and com- 
plete satisfaction for the 
harvest season just ahead. 














If you have not already 
placed your specifications 
for Myers Hay and Grain 
Unloading Tools, write or 
wire. 























ForAll Standard Styles of steel Track 


SLING UNLOADER 
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For Children of All Ages 


This little two-year-old is supremely happy with his Union Hardware 
Roller Skates. 


Thousands of dealers are also happy because these famous skates 
come in patterns adjustable for children of all ages, as well as adults, 
and give entire satisfaction. 


UNION HARDWARE 
Ball Bearing Roller Skates 


You do not have to carry a large assortment of these skates, because 
one skate can be extended to ALL SIZES. The adjustment is easily 
made and holds securely. 


Seventy-five years of skate manufacturing experience and the latest 
improvements are good reasons for selling the UNION Hardware 
Line. : 


Your Jobber will supply you. Send for catalog. 





HARDWARE COMPANY 


Reg. U. S. Pat. Off. 


Torrington, Conn. 





Established 1854 Incorporated 1864 
New York Office: 151 Chambers Street 
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... the town talked about our window 


display for weeks .. . says this Union Dealer 


And better still... folks came in to buy ... not just one tool but 
many more, for this unique window display showed the towns- 
people that the Union line has a type of tool to fit every purse 
and purpose. 


“Sold Tools We’d Never Sold Before” 


Let A. A. Litzenberger, President of The Litzenberger Hardware 
Company, Manheim, Pa., tell you in his own words about the 
“sales power” of the Union Display Rack: 

“Our window display attracted many customers who said that 
our Union line display contained tools they had never seen 
before . . . tools, in many cases, which just fitted their purpose. 
“Not only did we sell a great many Union tools but we made 
Union line customers... customers who will come back to 
buy other Union tools and other products in our store... I 
give most of the credit for this selling event to the Union 
Display Rack, which commands attention because of its attrac- 
tive colors and well organized display.” 


You can still take advantage of our FREE Display Rack offer 
for extra Spring and Summer Sales. Write at once for details. 











A. A. LITZENBERGER, President 
The Litzenberger Hardware Co. 
Manheim, Pa. 


THE UNION FORK & HOE COMPANY 


COLUMBUS, OHIO 


Manufacturers of a Complete Line of Forks, Rakes, Hoes and Special Purpose Tools 
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CATCH No. 330 


For doors from }4” to 14%” thick. 
Glass knob 4%” and brass plate 
1!5" in diameter. Slight turn, 
right or left, unlatches catch. It 
locks automatically. Furnished 
in any standard finish. 


<] Bs & os 
Hl Seek (ae a; 
get y i 


FRICTION CATCH No. 726 


Patan-}0 0040) biamere) ol-4 ab loic-16 Mert col oN fo) 
doors up to 14s” thick. Spring 
steel “grip” can be installed on 
shelf or °g” door stop. Glass knob 
72” in diameter. Packed complete 
with necessary screws. 


FRICTION CATCH No. 727 


Same general construction as No. 
726 except that bolt goes through 
glass knob. Installing 1s simple— 
merely bore one hole and sink 
1a (0 MmE- 01 Uh, 4- Sa car (01 4-16 MOO) 009 0) (-3 c= 
with necessary screws. 
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ATC’ HES 
that have de ofinite 


sales possibilities 


Hardware Dealers have found FrantZ Catches are 
profit producers because they are new—they’re dif- 
ferent. Today’s home builders insist on the most 
modern conveniences — that’s what makes these 
unique latching devices easy to sell. 


The No. 330 Glass Knob Catch, introduced a year 
ago filled a long felt need for improvement in de- 
sign and appearance of the common “cupboard 
turn.” This new FrantZ Catch met with immediate 
acceptance. Today it is one of the fastest selling 
specialties in the FrantZ Line. The popularity of 
the original catch prompted the creation of a full line 
of new cupboard and cabinet door equipment. Prices 
of FrantZ Catches will be furnished on request. For 
convenience, use the coupon below. 


Withous the 
Red Label 
















FRICTION CATCH No. 725 


| The simplest constructed and 
easiest installed catch made. 
Will last a life-time. Can be 
used on any size or type of 
cabinet door. Packed in sets 
complete with all necessary 


| screws, a 











TRADE MARK 


Guaunted Builders Hardware 





THIS COUPON IS FOR YOUR CONVENIENCE—MAIL IT TODAY! 


Frantz Mfg. Co., Dept. H-5, Sterling, Illinois. 
Kindly send me prices of the FrantZ Catches checked below: 
() No. 330 ( ) No. 725 ( ) No. 726 


PO ooo o.0 0 bet het eter cated hedadsceaesecavectiascepeceses 


Address eer rere oF ee ee PCR ee ee 4 eT ee ee 


CURD alan een e da saoms cede “ ee State. . 


| eT errr eer rer ee ee ree ee ee ere ee eee ee 











Se 
i. 
4 





16 HARDWARE AGE for MAy 1, 1930 






































Dealers and jobbers say so 
=— and their sales prove it 


The Cyclone “Red Tag” tells a convincing sales story to the home 
owners who visit your store. It tells them that here are the true and 
genuine Cyclone products that they have used for many years — 
products they can buy with confidence. Dealers and jobbers every- 
where say it pays to sell Cyclone “Red Tag” Products because they 
are easy to sell and insure good will. 


Cyclone “Red Tag” Lawn Fence 


Several new improvements are introduced in Cyclone Lawn Fence 
this year. An extra cable has been added at the bottom—providing 
extra strength where it is most needed. This is an exclusive Cyclone 
feature. 

Cyclone Lawn Fence is now branded by a new method for your pro- 
tection. Metal Red Tags are woven into the fabric at the factory. 
They can be attached in this manner only at the factory. Now, no 
one can capitalize on the prestige of Cyclone Lawn Fence except 
with genuine Cyclone “Red Tag” Lawn Fence. 


An attractive display stand for exhibiting Cyclone Lawn Fence, 
Trellis, and Flower-bed Border is furnished to Cyclone dealers. 


Cyclone “Red Tag” Wire Screen Cloth 


You can show your customers by direct comparison that Cyclone 
“Red Tag” Wire Screen Cloth is superior to any other brand. 
Made of full gauge wire. A smooth, dense coat of zinc applied 
by an exclusive process. Even weave throughout every roll. 
Cyclone “Red Tag” Wire Screen Cloth is made only in Cyclone 
factories, sold only under the Cyclone name and only through 
Cyclone jobbers. If your jobber cannot supply you write for the 
name of the nearest Cyclone jobber. 


Cyclone Catch-All Baskets 


A high-grade rubbish consumer that is a profitable all-year seller. 
Approved as a safe rubbish burner by city officials. Sell it to 
schools, parks and office buildings as well as to home owners. Order 


from your jobber. 
© C. F. Co. 1930 


Cyclone Products 





CYCLONE FENCE COMPANY, General Offices: Waukegan, IIl. BRANCH OFFICES IN ALL PRINCIPAL CITIES 
Pacific Coast Division: Standard Fence Company, Oakland, Calif. 


UNITED STATES STEEL CORPORATION 
Principal Subsidiary Manufacturing Companies: 


AMERICAN BripcE Co. AMERICAN SHEET AND TIN PLATE Co. TENNESSEE Coat, Iron & R. R. Co. Universat Attas Cement Co. 
AMERICAN STEEL AND WIRE Co. . FEpERAL SHIPBUILDING AND Dry Dock Co. Minnesota Steet Co. 
CARNEGIE STEEL Co. CycLtone Fence Co. IxLiinors Steet Co. THe Lorain Steet Co. Nationa Tuse Co. 


Pacific Coast Distributors: United States Steel Products Co., San Francisco, Los Angeles, Port- 
land, Seattle, Honolulu. Export Distributors: United States Steel Products Co., New York City. 
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Now we have licked 
the casement window problem! 


‘RUSSWIN announces the manufacture of the Everlock Casement Sash Adjuster 
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HARDWARE 


Hardware that Lasts~ Base 
Metals of Bronze or Brass. 





N 





"Sparen windows are tre- 
mendously popular except 
for one big objection, the mech- 
anism for opening and closing 
the sash. There, both builder 
and home owner usually meet 
a very unsatisfactory condition. 
The builder because the device 
is awkward and unsightly; the 
owner because it is not easily 
operated, sometimes neces- 
sitating the opening of the 
screen to close the sash. 

















Everlock Casement Sash Adjuster 


Everlock Adjusters by RUSS- 
WIN have improved all of these 
conditions found in the ap- 
plication of hardware to case- 
ment windows. In its construc- 
tion, the Everlock Adjuster is 
simple and strong, easy of ap- 
plication and foolproof in its 
operation. Children or grown- 
ups do not pinch their fingers 
in the mechanism in trying to 
operate it, as only the attractive 
handle shows in the room. It 
permits the sash to be opened 
or closed without opening the 
screen. It is positive in action 
and will hold the sash firmly at 
any desired point. It will find a 


ready market, not only on new 
work but in the replacement of 
the old eye-sore, unsatisfactory 
Adjuster now in use. 


At any season the question 
of opening windows for free 
ventilation and closing them 
quickly in the event of storms 
is in the mind of every house- 


holder. 


Now is the time to “cash in” 


Now is the time to “cash in” 
on this new addition to the 
“RUSSWIN FAMILY” and we 
have prepared a mounted mod- 
el for counter or window dis- 
play, showing clearly how the 
device is attached and operated, 
and literature explaining the 
Adjuster in detail. 


Write for details and 
literature 


Write today for full informa- 
tion concerning this new RUSS- 
WIN proprietory article. The 
first dealers who feature this 
effective Everlock Adjuster will 
‘cash in’’ on the cream of the 
business. 


The market is here, the time 
is opportune, the price is right, 
and we can ship promptly. 


Russell & Erwin Mfg. Co., 
(The American Hardware Corp- 
oration, Successor), New Britain, 
Connecticut; New York, Chi- 


cago, London. 
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Advertising Our 


Advertisers 





The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 


because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 

—They can be whole-heartedly depended upon. 

—They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 

—They are eager for the continued prosperity of our country. 

—They are practicing what they preach—successful and profitable hard- 


ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 


Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 


y 239 West 39th Street New York City 
4 
f A.B.C.—Charter Member—A.B.P., inc. 
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TRADE MARK 

















Week of 
April 27th to May 3rd 


{t’s hard to sellj/a second flash- 
light to one and the same 
customer unless you sell an 
altogether different kind. The 
wide and unique range of Win- 
chester Flashlights opens up 
new avenues of sale. 




















eR TAY 














WINCHESTER 


FLASHLIGHTS 
& BATTERIES 


There are Winchester lights for indoor use and Winchester lights for out- 
door use. There are short range lights and giant long range lights which 
throw their beam a quarter of a mile. There are lights which fasten to 
the head and lanterns which can be carried in the hand or set down on 
any level surface. There are focusing lights and diffusing lights, spotlights 
and searchlights, miners’ type lights, industrial lights, signal lights, de luxe 
gift lights, chromium finished lights and lights attractively finished in 
colored enamel. With a complete line of Winchester Flashlights and Bat- 
teries there are no sales that you miss and many extra sales that 
you can make. Ask your jobber. 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 


diate 











20 HARDWARE AGE for MAy 1, 1930 





elie ReSht 
www cd 








Today, saw users are particular about the saws 
they buy. Practically every carpenter and me- 
chanic the world over is impressed with Atkins 
famous “SILVER STEEL” Hand, Rip and Pan- 
el Saws—the saws that have the Two-\Vay 
Taper Grinding which makes it unnecessary to 
carry a wide set; and the exclusive Mirror and 
Damaskeen polish. 


Atkins Nos. 53, 65, 400 and 40] 
are equipped with the world re- 
nowned Improved Perfection 
handle—the handle that prevents 
wrist strain and makes sawing 


fast and easy. 


A PERFECT SAW 
FOR EVERY PURPOSE 








— Sure, its an cAtkins” 


Other well-known Atkins brands are Nos. 50, 51, 
52, 64, furnished with Old Style Block Handle 
for those who prefer the old pattern. 


Remember, Atkins Saws are furnished in Regu- 
lar Width, Skew or Straight Back, or in the 


Light, Narrow Ship Patterns. 


Make your next order read 
ATKINS. Try our profitable 
SILVER STEEL Hack Saw 
Blades which come to you 
mounted on card for immediate 
sale to machinists, garage me- 
chanics, farmers, etc. 


WINDOW DISPLAY 
MATERIAL ON REQUEST 


INDIANAPOLIS 


E.C.ATKINS & COMPANY {neiaysnct's 


Established 1857—The Silver Steel Saw People 


Machine Knife Factory: LANCASTER, N. Y. 


New Orleans Portland 
New York San Francisco 


Memphis Atlanta Paris, 
Seattle Chicago France 


Canadian Factory: HAMILTON, ONT. 
Toronto, Ont. 
Vancouver, B. C. 








TARDWAR 


“The Hardware Dealers’ Magazine 
Published Every Thursday 


Established 1855 May 1, 1930 
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. SEVENTY - FIVE YEA 
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N our 75th Birthday we greet our friends. We thank them 
for the patronage and co-operation which have contrib- 
uted to our success. 

We are thankful for what the years have brought us... espe- 
cially grateful that instead of old age the years have brought 
added vigor, strength and activity. 

Those of us who carry on today venerate our predecessors... 
the men of past generations who worked to lift this business to 
a higher level ... men whose devotion to an ideal made possible 
our company of today. The achievements of the past three- 
quarters of a century may be viewed with pride. 

But we are not living in the past. Before us is a future filled 
with even greater changes than the past, and the changes can 
be met with confidence if our minds are open to the fact that 
changing conditions can be met by changing methods. 

In our own business, for example, vast equipment is now 
employed to replace man-power... the cost of filling orders is 
cut by scientific methods and by the use of conveyors, belts, 
and tubes for merchandise and papers. 

In a Retail Store modern selling equipment is necessary... 
“hit or miss” methods are gone forever. 

The waste in distribution must be eliminated ...Co-ordination 
of Wholesaler and Retailer becomes a necessity. The Retailer is 
the Seller... the Wholesaler the Buyer and Distributor... each 
doing his own job with the assistance of the other... each 
functioning independently... both sjncerely working together 

for mutual success. 

So to our friends who have worked with us in the past... 
many for generations... to Retailers ...to Factories... we re- 
new our pledge of diligence and perseverance in meeting new 
conditions with new methods .. . to continue our effort to merit 
your complete co-operation by rendering the sort of service that 
will bring success to you. 


HIBBARD, SPENCER. BARTLETT § 


CHICAGO 


















































































~ TRADE WINDS 


By LLEW S. SOULE 





Are You An Independent Consumer ? 


r NHIF Consumer is King. Regardless of all 
other factors, no retail merchant can succeed 
unless the consumer patronizes his store. The 

entire structure of retail merchandising is based upon 

the selling of merchandise to the consumer. 

But just who is the elusive human being known 
as the Consumer? He has been spoken of so often 
in the abstract that most merchants have come to 
regard him as something distinctive and apart from 
the general run of humans; some almost mythical 
character whose frown brings failure and whose 
smile insures business success. 

As a matter of fact, the consumer is the easiest 
person in the world to locate. There is nothing 
mythical or mysterious about him. In other words, 
the name “Consumer” is but a title conferred by 
business upon every human being who uses mer- 
chandise of any kind. You are a Consumer; I am 
a Consumer. Every person either of us know is 
a Consumer. There is nothing mythical or mys- 
terious about ourselves. Therefore there is nothing 
mythical or mysterious about the consumer. ‘To 
learn about the consumer, most of us have only to 
study ourselves and our immediate associates. 

In dealing with the consumer, the chain store has 
a problem which differs from that which the inde- 
pendent merchant faces. The chain store special- 
izes on low margin, quick turning merchandise. To 
succeed, it must have a maximum volume of sales. 
It must deal with the majority of consumers. Any 
move which deflects any appreciable number of con- 
sumers from chain stores is quickly reflected in de- 
creased profits or actual loss. 

If the independent merchants of this country and 
their families should buy only from independent 
stores, chain store sales would decrease materially. 
If, in addition, all employees of such merchants and 
their families should confine their purchases to inde- 
pendent channels, chain store sales would still fur- 
ther decrease. Finally, if all employees of whole- 
sale hardware houses, including traveling salesmen 
and their families, should patronize only independent 
stores, the slump in chain store volume would be 
more than noticeable. Meanwhile the added busi- 


ness which this would bring to independent mer- 
chants would have a marked effect toward increas- 





ing profits and decreasing overhead cost in inde- 
pendent stores. 

Many merchants who complain bitterly of chain 
competition are themselves patrons of the chains; 
their families patronize chains; their employees help 
Many traveling sales- 
men regularly contribute a part of their salaries and 
commissions to chain store profits. /t seems rather 
inconsistent to help build the business of competitors 
and then howl about the inroads those same com- 
petitors make on our own business. 

Probably no one class of individuals have been hit 
harder by chain competition than the traveling sales 
Thousands of high-class, intelligent men, espe- 
cially trained in this line of work, have nothing to 
look forward to should chain distribution become the 
dominant method of serving the consumer. There 
is absolutely no place in the chain distribution sys- 
At the same time 
there is a limited opportunity in other fields for men 
of his type and qualifications. Therefore it is logical 
to say that the future of the traveling salesman de- 
pends almost entirely upon keeping the bulk of retail 
distribution in the hands of independent merchants. 

As to the employees of independent retail stores, 
the situation is somewhat similar. Should chain 
store distribution become dominant, where would 
they turn for employment? Undoubtedly such a 
condition would mean fewer retail stores and, con- 
sequently, fewer retail store employees. Most of the 
positions would be held by those already in the chain 
field. Opportunities in other fields of endeavor 
would be very limited. 

Fortunately, however, traveling salesmen and store 
employees are all consumers. If each such salesman 
or employee should individually resolve to see that 
the merchandise requirements of himself and _ his 
family are supplied by the system of distribution on 
which he depends for a livelihood, there would be 
little to fear for the future. 

Did you ever stop to think how many people are 
interested, directly or indirectly, in the success of 
the independent retailer? If not, sharpen your pen- 
cil and figure it out from the standpoint of your 
community. 

Then be thankful that the Consumer is King. 


to swell chain store revenues. 


men. 


tem for the traveling salesman. 





How the remodeled store appears when viewed from the elevated office in the rear of 
the store. It is considered one of the most modern stores in Central Pennsylvania 


Open Displays Need Not 


Create a Five-and- I en- 


Cent-Store Impression 


NTICIPATION of the estab- 


lishment of a mail order 


chain store in Lock Haven, 
Pa., was the motivating factor 
which actually influenced Shaffer, 
Candor & Hopkins, Inc., to adopt 
modern display methods. The pro- 
gressive step was taken two vears 
ago, and since that time, H. W. 
Shaffer, manager of the store, de- 
clares that cash sales have shown 
an increase of 62 per cent. While 
the increase referred to embraced 
all lines, tools are the one line that 
have responded especially well to 
open display methods. Forty in- 
dustries in the town of 10,000 popu- 
lation are responsible for a better 
demand for tools and mill supplies 
than usually prevails in towns of 
similar size, and improved display 
facilities are bringing the firm its 
share of existing business. 
The modernizing process was 
first contemplated during the war, 
but it was decided that it would 





Every item in the stock of 
Shaffer, Candor & Hop- 
kins, Inc., Lock Haven, 
Pa., is displayed openly in 
the approved modern man- 
ner. This method increased 
cash sales 62 per cent. 


Baa hee 


The movable cabinet for bulk seeds, 
described in the accompanying article 
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be best to delay action for a time. 
When peace again reigned, first 
one thing and then another further 
delayed the matter, until it became 
extremely likely that the firm would 
soon have chain store competitors 
who would utilize the most modern 
type of display equipment. This 
served as the needed incentive to 
start the modernizing process. 
Prior tu the changes, the store 
had always made it a point to have 
good window displays, but the win- 
dows themselves, detracted from 
rather than added to the appearance 
of the best displays it was possible 
to arrange. The old fashioned win- 
dows were improperly designed for 
most effective display and were a 
decided handicap in this respect. 
The initial move in the remodeling 
process was, therefore, taken by in- 
stalling a new front having show 
windows of the latest type. Other 
improvements and alterations to the 
building required an expenditure of 
$8,500. The second step was to 
install new display fixtures, which 
represented an additional invest- 
ment of about $3,500. Aggregate 
expense incurred by the moderniz- 
ing was approximately $12,000. 
This sum may seem large to other 
dealers who are planning to bring 
their stores up-to-date, but it is well 
to keep in mind that the yard stick 
for any investment is the returns 
secured from it. All things are 
relative. Certainly, an investment 
of this size for a store which mea- 
sures 24 ft. wide by 160 ft. long 
is not excessive, when results are 
considered. Where else could a like 
sum be invested to produce the 
equivalent of a 62 per cent in- 
crease in cash sales? Mr. Shaffer 
says that while they are charging 
the improvements off over a period 
of years, that it would actually re- 
quire only a few years for the im- 
provements to pay for themselves 
in increased dividends. Concerning 
this, Mr. Shaffer said: “Some deal- 
ers say, ‘I can’t afford to modern- 
ize,’ but the truth is that no mer- 
chant can afford not to do it.” 
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’ Traveling, men and others who 
regularly visit many hardware 
stores, consider it one of the most 
attractive in central Pennsylvania. 
The wall fixtures were designed and 
installed by W. C. Heller & Co., 
Montpelier, Ohio, while the open 
type display tables were planned and 
constructed according to specifica- 
tions drawn up by Mr. Shaffer. All 
of the display equipment is finished 
in silver gray, which is a very pleas- 
ing and effective color. Every sam- 
ple is shown in the open, with the 
single exception of cutlery and re- 
lated merchandise. The firm con- 
tends that there is a decided advan- 
tage in getting away from glass in- 
closed fixtures, bising their belief 
on the fact that glass discourages 
handling and feeling the samples on 
the part of store visitors, which 
prevents the consummation of 
many sales. 


_—_ all of the tables 
are of the type which permit dis- 
playing bulky articles underneath the 
top. Tangerine felt is used for the 
background on the sampled panel 
doors, which are a part of the wall 
fixtures, making an effective con- 
trast. White paper is used and pre- 
ferred for the tops of the glass par- 
tioned open display tables, which 
present an immaculate, appearance 
at all times. Another advantage 
made possible by modern equipment 
is that the same sales force can 
accomplish nearly twice as much 
actual work. This is evidenced by 
the fact that cash sales have in- 
creased 62 per cent, but the sales 
force is no larger than before 
modernizing. 

Mr. Shaffer thinks that some 
hardware dealers are misusing open 
display tables in utilizing them pri- 
marily for items of small unit value. 
This, he feels, leaves a five and ten 
cent store impression on the minds 
of store visitors and further makes 
it almost impossible to attain a sub- 


The photograph at the 
right illustrates how the 
firm shows tools, which, 
it says, respond especially 
well when shown by mod- 
ern display fixtures 


Shaffer Finds Modern Equip- 
ment Is Indispensable 


Installation of modern equip- 
ment increased cash sales 62 per 
cent for Shaffer, Candor & Hop- 
kins, Inc., Lock Haven, Pa. 
While the improvements neces- 
sary required a substantial ex- 
penditure, the results made pos- 
sible by them, have demonstrated 
that the investment was a most 
remunerative one. 

Relative to the changes which 
are described in the accompany- 
ing article, Mr. Shaffer said: 
“Some dealers say; ‘I can’t afford 
to modernize,’ but the truth is 
that no merchant can afford not 
to do it.” 


stantial volume on goods thus dis- 
played. Few items priced under 
25c. are found on the tables in the 
store, and the large majority are 
articles of considerably higher 
value. Fishing tackle, hand spray- 
ers, pruners, lawn sprinklers, table 
electric appliances, vacuum cleaners, 
glass baking ware, thermos bottles, 
fancy table glasswares and decora- 
tive electric lamps were some of the 
prominent lines featured on the 
tables early this spring. 

In attracting the patronage of 
women, the store has found that 
the regular use of “specials,” which 
have been especially. purchased for 
the particular purpose, serve to 








bring many women into the store, 
who often also purchase other arti- 
cles from regular stock. The spe- 
cials are featured in both window 
and interior displays at regular in- 
tervals and the bargains offered are 
said to make quite a hit with the 
public. Rubber bath mats and rub- 
ber rugs were the specials when 
we visited the store. These were 
priced at $1.69 to $2.19, according 
to size, and were enjoying a ready 
sale. Lemonade sets and sets of 
nuxing bowls are other examples vf 
recent specials offered by the firm. 
After the store was remodeled ‘the 
stock was augmented by the addi- 
tion of several new lines which 
have produced unusually well. Elec- 
tric table lamps, electrical appliances 
and fancy table glass ware are two 
such lines showing a splendid vol- 
ume at the present time. 

Paints show a better turnover for 
the store than any other major line. 
Five and one-half complete turns 
are attained. In addition to the 
usual mediums for stimulating the 
sale of paint, the firm considers 
demonstrations very helpful. Re- 
cently, a young lady demonstrator 
representing the paint manufac- 
turer completely repainted an old 
Ford car on the street in front of 
the store. This seemed to convince 
the most skeptical that it was fairly 
“asy to refinish their own cars, and, 
as a result, the store’s sales of auto 
enamels jumped materially. 





The 
BUYER 


By E. B. GALLAHER 
Editor 
Clover Business 
Service; Treas., 
Clover Manufac- 
turing Co., Nor- 
walk, Conn. 


Editor’s Note: These articles by Mr. 
Gallaher,—a recognized authority in matters 
pertaining to the Economics of Business— 
represent his own unbiased opinion of the 
subjects treated. 

HARDWARE AGE holds no brief for 
or against the opinions expressed, which are 
presented by Mr. Gallaher as his voluntary 
contribution to the Hardware Industry. 

Both the Author and HARDWARE 
AGE will, however, welcome any comments 
from our readers or suggestions of subjects 
for Mr. Gallaher to discuss in future articles. 


HE buyer has a heavy 

responsibility always, 

for unless goods are 

bought right, they ccr- 

tainly cannot be sold at 

a profit, no matter how 
good may be your sales organiza- 
tion. 

Comparatively few concerns ap- 
preciate the importance and vast 
responsibilities which are assumed 
by the buyer, and especially is the 
salesman prone to look upon him 
as a necessary evil—one who per- 
forms a routine job of little impor- 
tance. 

Due to such feeling, which ex- 
ists in many institutions, depart- 
ment heads often go out of their 
way to nag and humiliate the buyer ; 
thus buyers often get an inferiority 
complex and fail to assert their own 
importance which, if anything, 
should be as great or even greater 
than the importance of the sales 
manager. 

Salesmen and sales managers, as 
a rule, are apt to have too good an 
opinion of their importance—sim- 
ply because they are out in the lime- 
light does not give them the license 
to assume that they are the whole 
show—though some of them seem 
to think so. 


As a matter of fact, the sales de- 
partment only performs one of the 
many functions necessary in the 
operation of an institution, and its 
efforts will be crowned with suc- 
cess or failure, in the last analysis, 
through the degree of efficiency, 
coordination and cooperation of the 
other departments which support it 
—let anything go wrong internally 
and the best sales organization in 
the world crumbles and is worth- 
less. 

The buyer should be even more 
of a student of economics than the 
boss—he should know the business 
trends—the probable demand for 
goods both as to quantity and 
quality. 

He should have accurate infor- 
mation and statistics at his side 
every minute—he must have cor- 
rect forecasts as to probable con- 
sumer purchasing power—he must 
study the trends in consumer selec- 
tion, which are changing with 
kaleidoscopic rapidity. 

The buyer must also keep close 
watch of the price trends—whether 
commodities are rising or falling— 
whether there exist overstocks or 
understocks in the particular com- 
modities he purchases; or whether 
changes in trends are likely to take 
place at a later date and, if so, 
when. If stocks are becoming de- 
pleted, he must know that fact well 
in advance, otherwise prices will 
advance before he can cover him- 
self, and he will be forced to buy 
at higher prices. 


Should Have Knowledge 
of Economic Trends 


In short, the buyer should have 
more knowledge of economic trends 
than anyone in the institution—that 
is, if he takes his job seriously and 
intends to get the most out of it— 
if he has the ability and the desire, 
the buyer can become the most 
dominating single factor in most 
any merchandising business, and 
for this reason the highest type man 
available should be selected for the 
job—unfortunately, this fact is not 
as fully realized as it should be. 
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We are now in the midst of a 
major period of depression, where 
business has slowed up—the sales 
department finds it cannot produce 
the usual orders—most of us are 
keeping as far away from the sight 
of the boss as possible for fear he 
will remember we are still on the 
payroll—there*is not much to pur- 
chase, because we can’t sell what 
we've got—we are in a period of 
rest. 


The High-class Buyer’s 
Great Opportunity 


Now, therefore, the high-class 
buyer has the opportunity he has 
long been waiting for, and his de- 
partment should in reality be over- 
worked at this very moment, in- 
stead of being slack—not buying 
merchandise, to be sure, but doing 
something else quite as important. 

You may have heard the wise 
advice that when you find everyone 
going in one direction, it is a good 
time to turn and go in the opposite 
direction—remember this, for you 
can use the suggestion throughout 
your life to great personal advan- 
tage, and we're going to apply the 
principle right now by suggesting 
that while most people are loafing 
and marking time, waiting for busi- 
ness to start up, you can become the 
busiest man in your institution by 
getting your house in order for the 
next upswing, when you will be 
too busy to think of anything but 
keeping your concern supplied with 
goods. 

Now you have your opportunity 
-—every commodity you buy and 
every concern you buy from should 
be gone over with a fine tooth comb. 
You should obtain catalogs and 
prices of. every article competing 
with the goods you buy—salesmen 
from competing manufacturers or 
wholesalers should be asked to call, 
and ample time given them to ex- 
plain their wares. 

Probably the two greatest faults 
of the average buyer are (1) his 
refusal to keep up with the “state 
of the art,’ and (2) the concen- 
tration of his thought and ability to 
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ARDWARE AGE announces with pleasure a series of 
articles by E. B. Gallaher, Editor of Clover Business 
Service and Treasurer of Clover Mfg. Co., to appear 
once each month in this publication. 

The majority of our readers know E. B. Gallaher. 


Those who do not know him personally are ac- 
quainted with him through his writings, or through reports of con- 
ventions, where he has appeared as an outstanding speaker. They 
know him as 2 thorough student of business economics, a forceful 
speaker who “speaks his mind” without fear or bias, but whose utter- 
ances are based on careful research and expert analysis. 

Up to the present time Mr. Gallaher has written very little for 
business journals. In writing this voluntary series of editorials for 
HaArpDWaARrE AGE, he insists it be made perfectly clear that the state- 
ments therein represent his own unbiased opinion of the subjects 
treated; and that he welcomes any comments or suggestions from the 
readers. 

One of these editorials appears in this issue of HARDWARE AGE. 
It deals with “the buyer” and carries a forceful message to those 
who buy goods for resale. Read it, and get your first taste of the treat 
that is in store for you during the coming year. 

One such editorial will appear in these pages each month. It will 
deal with some vital problem of merchandising, or some subject of 
vital interest to hardware merchants. Mr. Gallaher wiil choose his 
own subjects—but he will base his choice largely upon the sugges- 
tions of his readers. 

Bear this in mind: He will speak plainly, honestly and fearlessly 
on a variety of subjects of direct interest to the hardware industry, 
mincing no words, and calling a spade “A Spade.” At the same time 
each editorial will be definitely constructive, pointing the way to busi- 
ness betterment. 

Read Mr. Gallaher’s articles and send in your comments. 





E. B. GALLAHER 








But when things are slack, 


the purchase of large volume and 
high priced articles. 

Today, changes are made with 
lightning rapidity—what was con- 
sidered standard yesterday may be 
obsolete today. New goods, im- 
provement in old established lines, 
new and better process of manu- 
facture are coming so fast that even 
an alert and ambitious buyer finds 
it hard to keep up with the times. 

When things are booming, a 
buyer should be all set—his duty 
then is to keep his concern supplied 
with reliable goods which either 
enter into process or for which 
there: is ready sale—he cannot then 
take time to investigate new con- 
nections, competitive goods, make 
tests of new lines—he must buy 
from those whom he knows will 
give him service—he must buy 
goods which he knows will meet 
his requirements. 


they are today, his clear duty is to 
investigate everything in his line 
which is worthwhile—to test out 
unproved or new goods, and to 
make new and more favorable con- 
nections where possible. 


The old saying, “Take care of 
the pennies and the dollars wiil take 
care of themselves,” is a truth espe- 
cially adapted to the buyer; for 
most buyers are apt to concentrate 
their efforts on the large or volume 
items, for which there is always 
keen competition and which are al- 
ways sold close—driving to obtain 
fractions of a per cent in price; 
while, at the same time, buying 
without regard to price and, some- 
times, without regard to quality the 
thousand and one small nuisance 


[a 


tems which, taken together, form 
the bulk of his purchases. 

In many institutions, the savings 
which could be effected in the pur- 
chase of the small volume items 
would be as great as the net profits 
of*the entire business, for such 
items are usually bought from old 
established sources of supply, often 
without so much as asking for a 
quotation. 

It takes a truly big man, both 
mentally and morally, to become a 
good buyer—a man broad enough 
to let the other fellow live while, 
at the same time, protecting his 
own concern—a man with an open 
mind who is seeking out the truth 
instead of allowing bias and _ per- 
sonal friendship to dictate his ac- 
tions—a student of economic trends 
—a man among men, who under- 
stands the human reactions of his 
fellow men—such a man will al- 
ways be an outstanding success. 








Fourteen Departments 
Make Up This Modern 
South Carolina Store 


EALIZING the advantages of 
R keeping pace with the rapid 

progress and development of 
the city and trade territory, in which 
its store is located, the hardware 
firm of Montgomery & Crawford, 
Spartanburg, S. C., has made ex- 


tensive alterations and revised its 
system of management. The 
changes have made the establish- 
ment, which was founded in 1885, 
one of the most modern stores in 
the entire South. During the past 
twenty-five years the firm has ex- 








panded until it now occupies ten 
times the space occupied in 1905. 
As Spartanburg has grown as a 
market and industrial center, so has 
Montgomery & Crawford kept in 
stride with that growth. 

Located in Spartanburg County, 
reputed the richest in South Caro- 
lina, Spartanburg serves the Pied- 
mont section of the South, which 
is rapidly becoming a more impor- 
tant market territory, due to its in- 
dustrial development. While the 
firm has always conducted a good 
store, they were fully cognizant of 
the fact that it failed in some re- 
spects in being as modern and pro- 
gressive as it might. With the ad- 
vent of chain store competition in 
Spartanburg, the firm decided that 
the best way to fight fire was with 
fire, so it emulated the display 
methods of chain store competitors. 
Extensive alterations were made 
and new fixtures were installed, 
bringing the establishment strictly 
up-to-date. 

The remodeled stock and sales 
rooms were rearranged to handle 
the stocks carried in the most effi- 
cient and convenient manner; the 
proper displaying of goods being 
emphasized, while the addition of a 
large basement to the property has 
provided additional quarters for re- 
tail household lines. Adequate 
lighting fixtures of the most mod- 
ern type has been provided through- 
out the building. Since the modern- 
izing process was completed busi- 
ness has shown a marked improve- 
ment. While sales have increased 
in practically all lines, there has 
been a very noticeable increase in 
the sale of small tools, cutlery and 
similar items, which are particularly 
adapted to modern display fixtures. 

In conjunction with — these 
changes, the store was completely 
departmentized, as the firm con- 
tends that there are many advan- 
tages to be obtained from the de- 
partmentalizing of the hardware 
store, if there is a sufficient volume 
of business to warrant it. One out- 
standing advantage outlined by the 
store is that placing a competent 
man in charge of each department, 
places more responsibility on his 
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shoulders and, if the right man is 
chosen, creates in him the urge to 
excel and contributes largely toward 
making him a specialist. Special- 
ization, naturally enables the work- 
er to attain greater skill on any 
specific task, regardless of the kind 
of work, in which, he is engaged. 
The departmental arrangement is 
the culmination of plans formed 
sometime ago, and which have been 
gradually worked out until at pres- 
ent, each division of the stock car- 
ried has a specific location in the 
building. In addition to providing 
a means for securing more accurate 
records regarding each division of 
the stock, the arrangement also 
affords a great convenience to the 
purchasing public, as orders can be 
filled with greater dispatch. All of 
the factors mentioned are conducive 
to a greater degree of efficiency in 
each of the major lines. As the 
firm transacts a wholesale as well as 
retail business, 
there is also a 
distinct separa- 
tion of the rec- 
ords of the two 
major branches 
of the business. 
Each department 
has a manager, 
who is directly 
responsible to 
the General 
Manager. 
Under the 
present plan, the 
business 1s 
segregated into 
fourteen depart- 
ments, which 
with their re- 
spective man- 
agers, are as 
follows: In- 
sulation, James 
Macdonald; Mill 
Supplies, R. B. Rowland; 
Electrical, W. J. Whipple; 
Hardware, R. H. Lethco; 
Farm Implements and Sup- 
plies, R. H. Lethco, man- 
ager, B. S. Seay, assistant ; 
Furnaces, T. F. James: 
Paint, E. W. White; House- 
hold, H. O. Beacham; 
Stoves, J. H. Foster; Sport- 
ing Goods, Joseph E. Craw- 
ford; Toys, Jack Cart; 
Builders’ Hardware, M. B. 
Clinton; Credit, W. C. 


Routh; and Traffic and Advertising, 
E. G. Kirtley. The department 
heads report directly to T. S. Craw- 
ford, General Manager, who has 
been identified with the firm as 
partner and General Manager for 
about thirty years. 


A noteworthy feature of the store 
is a club for the employees, which 
has had a very wonderful effect on 
the morale of the firm’s sales force. 
The club is termed the Montford 
Club, deriving its name from the 
firm name of the two former part- 
ners. It has served to bring about 
closer cooperation and better rela- 
tions between departments and has 
helped wipe out misunderstandings. 
Each employee is a member of the 
club and enjoys all of the advan- 
tages of membership, which include 
group insurance. Fifty per cent of 
the income from dues goes to an en- 
tertainment fund and fifty per cent 








to investment. If an employee 
leaves the services of the company, 
his insurance can be converted and 
he receives his pro rata share of the 
returns on his investment up to that 
time. 

Another club feature is the pur- 
chase of coal cooperatively. All 
members buy their coal through the 
club in the summer, paying one- 
fifth down and the balance weekly 
until paid for. This is very helpful 
to the members of the club and in- 
sures cheap fuel for the winter. The 
club meets quarterly and some form 
of entertainment is presented at 
each meeting. A banquet is always 
served, after which the social pro- 
gram begins. The entertainment is 
varied to keep up interest. Some- 
times a good speaker is the feature 
while on other occasions the enter- 
tainment is of a different character. 

As a supplement to the usual 
methods of promoting sales, the 
company uses a house organ or store 
magazine, which 
is distributed 
throughout the 
county on the 
first of every 
month. This 
medium is con- 
sidered very 
valuable and 
effective from an 
advertising 
standpoint as the 
store receives 
about forty per 
cent of its retail 
patronage from 
farmers in the 
surrounding 
territory. The 
company’s policy 
has always been 
to sell quality 
goods, stand 
back of the mer- 
chandise sold 
and serve the customer, 
promptly, efficiently and 
courteously. In carrying out 
this policy, the recent changes 
have enabled the store to 
make use of the best available 
facilities for the purpose. 

Modern display equipment 
has enabled the firm to show 
its merchandise in a more 
productive manner and per- 
mitted each article to be 
properly marked in_ plain 
figures. 





Window Displays based 
upon popular features of 
the radio and theater 
have a powerful appeal. 


PICKING IDEAS 


Out of the 


Air 


ETAIL merchants in many 


communities are taking 
advantage of the great 
popularity of some of the 
more widely discussed 
features on the radio and 
in the theaters to attract attention 
to their window displays. Recently 
HarpwareE AGE carried a story by 


J. A. Warren suggesting a tie 
up with “Amos ’n’ Andy,” and 
comment indicates that this idea 


was used in a considerable number 
of hardware stores throughout the 
country. One of these; M. N. 
Ammann’s, of River Head, Long 
Island, is reproduced on this page. 
There are many ways in which this 


OFFME OF THE 
Fresh Air TAxiCo 
HAMERICA IWC 





same feature may be used, but this 
one drew attention largely by the 
fact that two colored boys were en- 
gaged to impersonate the comedians 
of the air. Others went in more for 
“stage” properties. 

Another window that was a real 
attraction in its community is that 
of the Fulton Hardware Co., 
Youngstown, Ohio, which presented 
the physical appearance of Tomp- 
kins Corners, another radio fea jure. 
Here was shown the general store 
of Matt Tompkins, railroad depot, 
a local train, houses, creek, bridge. 
lawns, etc., and people of that part 
of Youngstown have been literally 
flocking to the Fulton window. 
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Tompkins Corners as de- 

picted by C. W. Hall, for 

the Fulton Hardware Co., 

Youngstown, Ohio. Below: 

The Amos ’n’ Andy window 

by the M. N. Ammann store 
in Riverhead, L. I. 





In this case much care was given 
to detail, and the model houses are 
well done. Each detail is taken care 
of down to the glass in windows, 
street lights and house lights. This 
clever bit of artistry is the work of 
C. W. Hall, one of the boys in the 
store. Working at it in the evenings 
as a pastime, he was able to give it 
the stamp of the craftsman. 

Let your imagination loose for a 
while and see if there are not plenty 
of other suggestions to be gleaned 
from the air or the screen. Harp- 
WARE AGE will be glad to hear of 
your productions and your custom- 
ers will reward you by registering 
your store favorably in their minds. 














Control Systems and Trade 
Surveys Were Panhandle 


Convention Topics 


MPORTANCE of trade territory 
I surveys to determine potential 

sales. possibilities, results from 
the use of the “Control System” as 
a checkup on business monthly, and 
chain store competition were the chief 
topics of discussion at the twenty- 
first annual convention of the Pan- 
handle Hardware and Implement As- 
sociation, held in Amarillo, Tex., 
April 14, 15 and 16. 

The “survey” idea and making con- 
tact with prospective customers as 
means of getting new business were 
stressed by each speaker appearing on 
the three-day program. Some of the 
dealers said they confined their sur- 
vey activities to farms, where double 
potentialities were found in house- 
hold needs and farm implements, 
while others were making surveys of 
their cities, expecting to learn house- 
hold needs and to get new business 
from “hobbies” and “play” equip- 
ment. 

Speakers on the convention pro- 
gram, sticking to the theme, “The 
Challenge of Our Opportunities,” en- 
couraged a complete survey that 
would cover both possible markets, 
followed up by, organized sales cam- 
paigns, with trained men in the field. 
Some of the retailers went so far as 
to suggest putting a girl in charge 
of their stores and going out into the 
field themselves after the big sales 
possibilities. 

“The come-in-and-buy days are 
gone, and it is a time when you must 
go out and sell, especially in the im- 
plement business and other heavy 
hardware,” said Irvin E. Douglas, 
representing the National Retail 
Hardware Association. “This is a 
day of suggestive selling and impulse 
buying.” 

Retailers on the program, although 
none of them had followed the sur- 
vey idea all the way, reported new 
sales on everything from wire staples 
to farm tractors and wheat combines. 
Visiting speakers further encouraged 
them by using charts and reports 
showing what others had accom- 
plished. 

“Business depression is half in your 
mind,” declared Charles F. Nelson, 


secretary of the Oklahoma associa- 
tion. “There is plenty of business 
out there if you will go after it. But 
don't sit around waiting for it to 
come in.” 





DAN H. WILMOT 
President 


Chain store competition came in 
for much discussion during the con- 
vention, but it was generally agreed 
that only the little town merchant, 
18 to 20 miles from the larger trade 
centers where the chain stores locate, 
have been hurt. The independent 
merchant in the trade centers reported 
increased business since the chains 
came in. 

The pulling power of the chain 
stores through their catalog adver- 
tising was admitted by the retailers, 
but when the people are brought in 
they spend most of their money with 
the independent merchant who has 


more complete stocks and higher 
grade merchandise, they said. 
“Spend half your time minding 


your own business and the other half 
leaving the chain stores alone, and 
you will have nothing to worry 
about,” T. C. Thompson, Canyon, 
Tex., president of the Texas associa- 
tion, told the retailers. “The chain 
stores have never hurt live merchants, 
and the trend now is back to the 
independent dealer.” Mr. Thompson 
represented the Texas body at the 
convention, and brought greetings 
from his board of directors. 
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H. E. WILLIAMS 
Vice-President 





ARNOLD ATTERBURY 
President P.H.I.T. Club 





EPH. RODDY 
Secretary P.H.I.T. Club 


Speaking on “My Competition,” 
Mr. Nelson of the Oklahoma associa- 
tion made one of the most scathing 
addresses of the convention when he 
criticised the independents for their 
slack business methods. 

(Continued on page 66) 





OW WHAT? For years 
yeur business has been 
threatened by the chain 
store and mail order 
house. Some of you 
have felt this threat 

more than others. Some of you, 
more than others, have let it 
shadow your every activity and 
thought. Nevertheless, it has been 
and is a serious problem for all of 
you to face. 

Let us stop there a minute. Please 
don’t think that I am going to add 
one more sermon to the already 
overflowing barrel on this same sub- 
ject. I know very well that you 
have been preached to, at, and 
around for quite a few years now 
Advice has been offered to you 
freely and amply. You have been 
told how to clean your store, treat 
your wife and pay your bills—all 
to the end that you might circum- 
vent the chain store and iail order 
house menace. And still it grew. 

All I am going to do now is call 
your attention to two developments 
that are brand new, and _ perhaps 
we can both find something worth- 
while in them. 

I can talk to you frankly, because 
the interests of the company I rep- 
resent and its product are tied up 
with the fortunes of the legitimate 
wholesale hardware houses and the 
independent retailer. 


TWO QUESTIONS 


There are two prime questions 
before the chain stores now. \Ve 
might as well classify the mail 
order houses as chains, also, because 
that is what they are fast becoming. 

What shall they do about stand- 
ard brands of nationally advertised 
commodities? No question about it 
—the chains find a marked disin- 
clination on the part of the public 
to accept private brands as quality 
goods. Space is too limited to dis- 
cuss this feature as it should be dis- 
cussed, but the situation is admit- 
tedly there. 

There are too many of us Ameri- 
can people who inherently want 





H. T. POTTER 


CAN THE 
Independent 
Hope to 


Survive 


IN THE FACE OF 
CHAIN STORE 
COMPETITION? 


By H. T. POTTER 


AYBE you know “H.T.” Potter 
personally. He’s President of The 
Wyoming Shovel Works. But he 

doesn’t spend all his time “presidenting.” 
He has never been able to get away from 
his first love, which is selling. And that 
is the reason for this little story addressed 
to the independent hardware dealer— 
and written from the heart of his ex- 
perience. 


In it Mr. Potter asks a question: ‘“‘Can 
the independent hope to survive in the 
face of chain store competition?” 


You have, no doubt, heard a good 
many sermons preached on the same text. 
But we believe that here is a new, non- 
sermonizing approach to a topic which 
is pretty close to the heart—and the 
pocketbook — of every hardware mer- 
chant. 


It will take you only a few minutes 
to read it. Then perhaps you can form 
the answer for yourself. 


—The Editor 
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quality. Also, we want that quality 
guaranteed by the maker—not the 
distributor.- Taking a tally of my 
own friends and associates, I am 
positive that only three out of ten 
will buy “the bargain” as against 
“the name.” In other words, seven 
out of ten want to know who made 
it. whether they are buying shoes, 
clothes, saws, tires or—shovels. 

That is why you see the chain 
stores advertising with full or 
double pages in The Saturday Eve- 
ning Post and other big time maga- 
zines. That is why you see “ghost- 
written” articles in these same 
magazines by leading chain store 
executives. Endeavoring, if you 
please, to create a following for 
their brand names by the self-same 
methods (of advertising) that built 
up the confidence in the names and 
products of those potent manufac- 
turers who have led for so many 
years. 

[ am not attempting to predict 
success or failure. Time will tell 
But I am interested, and very much 
so, in the admission by the chains 
that they have run across that de- 
cided obstacle in their progress. 


AND THEN— 


The other question is: Can the 
chains continue to grow so fast? 
Can they force their growth profit- 
ably—simply to get greater turn- 
over? The reports of 1929 busi- 
ness indicate very plainly that they 
cannot. There must be breadth as 
well as height to their structure, 
which means that the stores they 
have must pay a profit before they 
can add more stores profitably. 
They must consolidate their posi- 
tion. They cannot grow loosely or 
make loose offers. 


SOME EXPERIENCE 


Speaking of loose offers, let me 
tell you of a mail-order house which 
advertised widely that it would de- 
liver anything, anywhere, free of 
charge—and of the prank played 
by a retail hardware dealer of my 
acquaintance who saw this adver- 

(Continued on page 65) 





PNET LEI 











' 
: 
BE 
é 
e 
; 














HARDWARE AGE for MAY 1, 1930 


Ww 
w 





How Much of This Fence Business 
Will You Get? 


IT’S TIME TO SELL IT ON ITS 
EARNING POWER ° 


ARM fences are three or four years behind nor- 
Fh sa replacement in this country, according to F. A. 

Lyman, managing director of the Farm Fence Insti- 
tute, whose office is located in Chicago. “In almost every 
State,” says Mr. Lyman, “the trend of the new agri- 
culture is away ahead of the fencing program,” which 
would indicate that the retail dealer has an unusual op- 
portunity in seeing that the sale and use of fence in 
his territory keeps pace with the changing conditions in 
the agricultural field, where new farming practices, such 
as livestock sanitation, pacture rotation, field rearrange- 
ment, and the diversification of one-crop areas, call 
for it. 

Fence, like many other hardware lines, carries its obvi- 
ous companion sales, such as wire stretchers, 4 by 4’s 
for braces, staples and cement, but, points out Mr. 
Lyman, within the next three or four years, after the 
sale of fence, these sales lead to the sale of hog houses, 
brooder and poultry houses, materials for remodeling 
the home, cement for feeding floors, barn equipment, 
feed grinders, ensilage cutters, etc. This is true because 
fence makes it possible to increase and maintain the 
fertility of the soil, which in turn is a determining fac- 
tor in the country’s agricultural prosperity. 

Farmers who have been delaying the renewal of worn- 
out fences are doubtless thinking of fence in terms of 
the prices paid the last time they fenced, which is natu- 
ral, but the facts in the case would, if they were ac- 
quainted with them, have a stimulating effect on the sale 
of fence. Many bought fence last time when it was sky 
high—war-time prices—whereas 99 out of 100 farmers 
would be surprised to learn that fence is today one of 
the lowest priced commodities that they can buy. The 
price index of fence is about 122, while that of the 
products which the farmer sells is 135, giving him good 
return for his money even without considering the in- 
vestment for protection and profitable farm practice. 

The Farm Fence Institute found that at the present 
time more than 30 per cent of the existing fences in 
the country are utterly worthless for turning livestock. 
Doubtless many farmers do not realize the tremendous 
cost of this condition. But the great thing the insti- 
tute did in its investigation was to find the return that 
would be obtained from a dollar invested in fence. Prop- 
erly used, it can be expected to return the purchaser 
from 50 to 70 per cent per year, and in a great many 
uses, such as in hogging down corn, salvaging down 
grain and similar uses, it will frequently return the pur- 
cnase price in one year. 


“We can never catch a true vision of the value of 
fence to the farmer until we think of it in terms of 
its earning power, of its usefulness, rather than in terms 
of so many rolls of woven wire and so many reels of 
barb wire,” says Mr. Lyman. “Sell your customers on 
the value of livestock, on the necessity of maintaining 
soil fertility. Give them a view of more prosperous 
farms and a higher standard of living, and your fence 
and steel post sales will take care of themselves. 

‘Just as strongly as I wish to emphasize that there is 
a real fence market waiting, I want to emphasize that 
it needs developing. It won’t come all of its own accord, 
and you wouldn’t expect it to. I don’t blame a farmer 
for wanting to buy a tractor, an automobile or a radio 
or something of that sort when it appeals to his im- 
agination—when it is sold to him on the basis of its 
service to him, when at the same time he thinks of fence 
as a necessary evil and a necessary expense for which 
he has to spend money and does not get anything in 
return. The farmer is not fence-conscious, in other 
words, and must be shown the value of fence on his farm 
before he is going to buy any more than he absolutely 
needs in order to get along in some fashion or another. 
Study the trends of agriculture in your territory. To 
be the most successful, to live up to the opportunity of 
service to your customers, you must be just a step ahead 
of them in knowledge of agricultural trends and needs. 
You should be able to advise your customers intelligently 
in order to successfully sell your product. I assume, 
of course, that you read your trade papers and at least 
one or two good farm papers. 1 assume that you are 
acquainted with your county agent and assist him in hog 
and poultry house demonstrations and similar projects. 
Every demonstration of that sort conducted by your 
county agent creates a demand for some product you 
sell if you do not allow the farmers who saw the dem- 
onstration to forget about it. 

“The soil is the foundation of farming, and fence is 
the next thing above the foundation. I would further 
emphasize that the need for fence as shown by our sur- 
veys is not demand, but is a potential market which 
can be changed to demand only by aggressive merchan- 
dising. 

“The farmer is not fence-conscious. This tremendous 
potential market will not open up itself and walk into 
vour store of its own accord—it has to be sold. The 
manufacturers are planning their part in the form of 
a comprehensive advertising program, but it must be 
backed by the sincere effort and interest of the fence 
retailer.” 
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Simple Instructions in Speed 


Pen Writing 


By JOSEPH BERTRAM JOWITT 


Success in learning show card 
writing depends entirely on how 
much time the beginner is willing 
to devote to practicing. All begin- 
ners should plan a systematic course 
of practice and religiously work out 
this plan. The mere possession of 
a book of instructions on show 
card writing, with thc alphabet, 
some cardboard, lettering pens, and 
ink, will not produce a competent 
show card writer in two or three 
attempts, unless he be a man of ex- 
ceptional versatility and some artis- 
tic ability. Anything that is as 
worth while learning as show card 
writing naturally requires some 
study and constant practice before 
we can reasonably expect any sat- 
isfactory results. 

This series of articles being pub- 
lished in Harpware AGE is so sim- 
.ply arranged on a modern fool- 
proof basis, that the average sales- 
man or proprietor can positively 
acquire certain satisfactory results 
from every minute of his valuable 
time spent in following the instruc- 
tions outlined. 

The articles on the speed pen are 
absolutely different from any other 
instructions on lettering and the 
same principles have been worked 
out with great success by the writer 
in private class instructions. By 
carefully studying the arrows the 
beginner will soon understand the 
proper course to pursue in forming 
each letter by the single-stroke plan. 

In writing show cards it is not 
so much the exactness of detail in 
forming each letter as it is the com- 
pleted effect the show card produces 
when finished. 

For all lettering up to 3 in. in 
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height, the speed pen has the ad- 
vantage over the brush, it will do 
the same amount of work in one 
half the time required by the brush, 
and the effect is equally as striking 
and effective. 

One of the most important things 
to remember is to keep the ball of 
the pen FLAT on the paper while 
working, using a free arm motion, 
keeping the thumb and first two 
fingers well down on pen handle. 

A little difficulty may be experi- 
enced at first in getting the ink to 
flow freely from reservoir. It must 
not be too thick or too thin, but if 
the beginner remembers this and 
does not blame the pen, he will soon 
find out just what consistency the 
ink should be for most satisfactory 
results. 

India ink, which may be pur- 
chased in most stationery stores, 
works very well in these pens and 
requires no thinning. 

The pen should be dipped only 
deeply enough to fill the reservoir. 
Rest the underside of the nib on 
neck of bottle to drain off surplus 
ink. This will prevent any blots or 
drips on your work. 

In studying the alphabet, notice 
closely the direction in which the 
ARROWS POINT. This will help 
you to form each letter, and show 
you where to start and stop and 
how many single strokes are re- 
quired to complete each letter. 

Always draw the pen down, or 
from left to right. Never pusH the 
pen. 

There are two different kinds of 
show cards: the permanent card 
and the temporary sales card. The 
poster type of lettering is particu- 
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larly adapted for “Special Sales 


friendly criticism will never hurt us, 


business of his employers, but also 


Cards” where a quantity of signs 
are required in a hurry. The be- 
ginner should always bear in mind 
that the show card’s mission is 
primarily to exploit the sale of mer- 
chandise, and that-card itself is not 
for sale. If the lettering is proper- 
ly aligned and legible, and the read- 
ing matter brief, it is sure to bring 
good results. 

3eginners at anything are more 


and criticism of any other kind 
should only spur us on, and make 
us only all the more determined to 
reach our goal. 

These special articles on modern 
show card writing, published ex- 
clusively in HARDWARE AGE, are in- 
tended for the seriously minded 
salesperson who is willing to devote 
a few hours of his time each week 
in learning a profitable side line. 


his own salary. 

The writer has spent many years 
applying himself in this line and has 
been successful in teaching the art 
of show card writing to many stu- 
dents who possessed little or no 
artistic ability. In every instance the 
writer has placed himself in the 
beginner’s place, being careful to 
eliminate all unnecessary technical 
phrases and the so-called mysteries 


or less open for criticism, but 


which will not only increase the 


of the art of show card writing. 





CHANGE, OR YOU’LL DROP OUT 


“The first thing you must recognize is that your business is 
going to change,” says C. F. Kettering, president, General Mo- 
tors. “The next thing is that you must be able to find and to 
recognize what factors are going to make it change, and then 
have those factors digested in your organization before the public 
demands the change.” 

That is the quick pick-up start of his article in Nation’s Busi- 
ness. Now he slips into high. 

Every once in a while we find an institution that says, “After 
we make this change, we can settle down for a little while.” 
All the way along the road of life people are looking for park 
benches where they can sit down and rest. There is only one 
place where there are any park benches, and that is immediately 
in front of the undertaker’s office. If you do not like to travel 
the rate at which you have to travel, stamp out of the line and 
be a good spectator and adviser of those who want to stay in 
the race. 


You cannot slacken the speed, because Nature fixed it when it 
put twenty-four hours in the day and 365 dys in the year. You 
have nothing to do with it. You are going to be twenty-four 
hours older tomorrow, no matter what you or the United States 
Congress may think about it. If you recognize that dominating 
force which time has in the picture, then you will understand 
why you cannot stop change. 

People say, “How long can you keep up this change?” I have 
not the slightest idea. We do not know anything about anything 
yet. Each year we do many things which the year before we did 
not think we could do at all; but the great difficulty with the 
average human being is that he is a little bit puffed up in think- 
ing of what he does know. Consider this modern wonder, radio. 
We look upon that thing as brand-new. ‘The first flash of light- 
ning was the first radio broadcasting system. We do not invent 
these things. Those fundamental laws of Nature have been in 
Operation ever since the world started. We only discover them. 








36 - HARDWARE AGE for May 1, 1930 








Steering Through the Legal Fog 


By SAUNDERS NORVELL 


HERE seems to be such a lack of definite knowl- 

edge on the part of the trade in regard to the 

mail order house situation and also in regard to the 
trade practice conferences of the Federal Trade Com- 
mission, that HARDWARE AGE has asked me to write a 
simple A. B. C letter on these two subjects. 

Back of these problems is the law. Back of the mail 
order house problem is the legal question covering what 
can and what cannot be done to control resale prices. 
Back of the Federal Trade conferences is what can be 
done and how far merchants can go in laying down trade 
practice rules. Back of both of these problems is the 
Sherman law and the Clayton act. The backbone of 
this law, which has been passed by Congress and is there- 
fore the law of the land, is three “don’ts,” and if mer- 
chants will keep these “don’ts” in their minds, they will 
be clear-headed about practically everything that follows 
in the form of a discussion of these problems. These 
don’ts are: 

1. Don’t fix prices. 
2. Don’t kill competition. 
3. Don’t build up a monopoly. 

Now the Department of Justice, at the head of which 
stands William D. Mitchell, Attorney General of the 
United States, is in charge of the enforcement of the 
laws of the United States. This department is in charge 
of the enforcement of the Sherman law. The Federal 
Trade Commission on the other hand, is a Government 
department that has been trying to help business help 
itself. Asa result of these efforts, they have been hold- 
ing these trade practice conferences, but they are very 
much handicapped in their efforts because many points 
are being brought up in these conferences that are not 
covered by any legal decisions. The Department of 
Justice states that any trade practice that tends in the 
direction of price fixing or limiting competition, or the 
building up of a monopoly, is illegal. On the other 
hand, there is a twilight zone of trade practices that 
are plainly very much in doubt. So, in trying to reach 
conclusions and definite decisions, the Federal Trade 
Commission frequently find themselves in a legal fog. 

At the annual meeting of the American Bar Associa- 
tion in Memphis, Tenn., last October, Attorney General 
Mitchell expressed the following opinion, and these are 
his own words: 

“There have been many changes in economic con- 
ditions since the antitrust laws were passed. Much 
discussion has arisen as to whether some modification 
of them is desired to meet modern business condi- 
tions. The antitrust laws are founded on the proposi- 
tion that avenues of industrial opportunity must be 
kept open as far as possible to the initiative of the 
individual citizen. The alternative is bureaucratic 


regulation. That is not an attractive alternative. At 
any rate, until the political philosophy underlying the 
present antitrust laws has been abandoned by Con- 
gress, it will be the duty of the Attorney General to 


enforce those laws, and we shall undertake to do this 
without prejudice and with fairness, but with firm- 
ness.” 
In other words, the decision of our present Attorney 
General is that as long as the Sherman laws are on the 
books, they must be enforced and he will enforce them. 


The Ammunition Trade Practice Conference 


Recently the ammunition manufacturers had a hear- 
ing in New York before Commission Humphreys of the 
Federal Trade Commission. The writer was present at 
this hearing. Commissioner Humphreys at the opening 
of the meeting outlined the Sherman law and its three 
points just as I have stated above. Then he stated that 
every rule of the trade practices of the Ammunition 
Association should be in line with and not violate any 
one of the above three points. Commissioners Hum- 
phreys and Flannery both seemed to me to be very sym- 
pathetic at this hearing. They were not arbitrary. 
Nothing was said or done that was not expected. Each 
rule of the Ammunition Association was carefully dis- 
cussed and some of the rules were deemed unnecessary, 
and on other rules it was suggested that the word- 
ing be changed. The outcome of the hearing was that 
some of these rules would be rewritten, others dropped 
as being unnecessary, and then the new set of rules were 
to be submitted to the Federal Trade Commission in 
Washington. The writer was present and heard all of 
the discussions. Imagine my surprise the next morning 
to read long articles in the newspapers with headings 
such as these: 

“TRADE COMMISSION NOW SEEN 
OPPOSED TO PRACTICE RULES 


“Humphreys Tells Ammunition Makers Most Agree- 
ments Contrary to Law” 


“Hardware Industry Is Told to Modify Rules” 
“New Administrative Interpretation of Federal 
Act Is Seen Here” 


I heard nothing at this meeting suggesting that the 
Trade Commission is now opposed to trade practice 
rules. I ‘did not hear Commissioner Humphreys state 
that most trade practices were contrary to law. What 
did strike me, however, was that these long articles in 
the daily press appeared so promptly and went so fully 
into details. One might imagine that these articles had 
been prepared in advance of the trade practice meeting 
by persons who had advance information, or by persons 
who had decided for political or other reasons to give 
wings to certain propaganda. These newspaper articles 
have evidently traveled over the country and are giving 
very wrong impressions to manufacturers, jobbers, re- 
tailers and salesmen. The daily mail coming to us is 
evidence of this. 

The facts are, the Federal Trade Commission has not 
formally received nor acted upon the Ammunition Asso- 
ciation rules. <A preliminary hearing was held before 
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Commissioner Humphrey of the Federal Trade Commis- 
sion on Tuesday, April 15. This hearing was for the 
purpose of submitting rules for later official action by 
the commission. Commissioner Humphrey with respect 
to certain rules suggested revision in wording to conform 
to what he considered would probably be the desire of 
the commission. The meeting adjourned in order to 
give members of the association an opportunity to study 
the suggested revisions. These, if acceptable to the 
industry, will be incorporated in the rules for later sub- 
mission to the commission. In the meantime there may 
be some negotiations with the commission in order to 
find language acceptable to both commission and indus- 
try. It is believed that the commission and the industry 
will be able to agree upon phraseology for the rules 
which will not at all affect their substance or effective- 
ness so far as the aims of the association are concerned. 
Of course on account of the publicity mentioned, the real 
danger is that rumor will claim and the idea develop in 
the minds of salesmen and the trade that the Ammuni- 
tion Association rules as presented have been held to be 
illegal by the Federal Trade Commission. Absolutely 
nothing of the kind has occurred. Evidently the trade 
has gathered some very wrong ideas about the Ammuni- 
tion Association. First of all, some have gathered the 
impression that the association has rules in relation to 
prices at which goods should be sold. There are no such 
rules. 


Confusion Between “Rules” and “Prices” 


When the manufacturers mailed the trade the asso- 
ciation book of rules, about the same time a separate 
letter was written giving their prices and terms. There 
were two separate and distinct things: first, the book 
of rules adopted by the ammunition manufacturers 
covering trade practices, and, second, the quotation sheet 
covering their selling prices. There has been no agree- 
ment between manufacturers on selling prices. There 
has been an agreement between manufacturers on the 
suggested trade practice rules that have been submitted 
to the Federal Trade Commission for approval. Many 
of the members of the trade seem to have entirely wrong 
ideas as to what a manufacturer can and cannot do in 
regard to resale prices. First of all, no two manu- 
facturers can agree on resale prices or any prices. No 
manufacturer can agree with any one jobber or any 
number of jobbers on resale prices. Any such agree- 
ment between manufacturers or between manufacturers 
and their customers would be a violation of the Sherman 
law, because it would tend to fix prices and also to limit 
competition. 

A Manufacturer Can Do This 


What the manufacturer can do is to draw up his sales 
plan. In this plan he can establish his resale prices 
and then he can say to his customers: “This is my sales 
plan, these are my resale prices. If any customer of 
mine will not live up to these resale prices and this sales 
plan, I will cut him off my list and quit supplying him 
with goods.” The dealer buying these goods, if he de- 
sires to do so, can cut the prices on them. The goods 
belong to him, and he can do what he pleases with them. 
On the other hand, if he does cut the prices, then this 
manufacturer can refuse to sell him any more goods, 
either for this cause or for any other cause. This is all 


there is to the law on this subject. Anything else is 
simply wasted conversation. This has been talked about 
at conventions and written up in the trade journals time 
after time, but still many intelligent merchants in the 
trade do not seem to have gathered the facts, judging 
by the letters they write. 


The Case of a Price Disturber 


Suppose a certain jobber decides, for reasons of his 
own, to cut the price on a certain line of goods. If he 
were an important jobber, his price cutting, of course, 
would disturb the whole industry. He would become 
a menace to the profits of the industry. If the manu- 
facturer supplying him with goods decided to shut him 
off, he has a perfect right to do so. If this jobber should 
go to another manufacturer and attempt to buy his goods, 
and if this manufacturer should say, ‘I do not care to 
sell you because you are a disturber of the industry,” 
this manufacturer would have a perfect right to do this. 
If every manufacturer in the trade, in turn, declined to 
sell this disturber goods, they would all have the tight 
to refuse to sell him, just as long as this decision was 
reached independently and not by agreement between 
manufacturers. If there should be such an agreement 
between manufacturers, that would be illegal, simply be- 
cause such an agreement would be a conspiracy to fix 
prices and to restrain trade. 


Prices of Mail Order Houses on Arms 


Attention has recently been attracted to certain quota- 
tions made by mail order houses on arms. Figures have 
been given by a certain trade journal showing the profits 
of the retailers if they meet this mail order competition. 
Now, on this list of manufacturers there were two 
classes—one class sold mail order houses direct, and 
the other class did not sell them. The prices of these 
manufacturers selling the mail order houses were not 
cut to the same extent as the prices of the manufac- 
turers who do not sell the mail order houses. This article, 
however, did not state the manufacturers who did and 
who did not sell the mail order houses. The facts are 
that it has been the custom of mail order houses when 
a manufacturer will not sell them goods, to bootleg these 
goods from other sources, carry a skeleton stock, and 
then quote very low prices, just to so disturb the sell- 
ing plan of these manufacturers as to whip them into 
line and make them sell the mail order houses direct. 
This is their policy, which has been expressed time after 
time both verbally and in writing by their buyers, and 
this is the policy they have acted upon in case after 
case. The result of this policy is that the manufacturer 
who, in his desire to protect his jobbing and retail cus- 
tomers, refuses to sell the mail order houses, is forced 
by reason of these quotations in their catalogs to appear 
before the trade who are ignorant of the facts, as sell- 
ing the catalog houses and allowing them to quote ex- 
ceedingly low prices on his product, and therefore being 
utterly indifferent to the welfare of his jobbing and 
retail customers. In other words, this action on the 
part of the mail order houses creates a false impres- 
sion, and it is done with the object of creating this false 
impression. It is thought by some of the best legal talent 
that if suit is brought against the mail order houses 

(Continued on page 74) 











LIKE A GOOD MANY PICTURES, THIS ONE DOESN’T 
TELL ALL THE STORY 


It shows how the Wolff, Kubly & Hirsig Co., Madison, Wis., 


displays mechanics’ tools in the main store, but not how they 


contact the building trades outside for business. 


A similar 


showing is to be seen in the firm’s other store at State and Gilman 

Streets, in and out of which, Lawrence Bakken and Wallace 

Maxson cultivate the contractor, the home-builder, the architect 
and the carpenter, not to mention the machinist. 


Good Tool Service in 


a Good Tool Market 


HERE is no dearth of 

tool business in the two 

retail hardware stores of 

the Wolff, Kubly & 

Hirsig Co., Madison, 

Wis. Last year the firm 

rolled up a volume of $65,000 on 
mechanics’ and machinists’ tools. 
No such volume would be possible, 
of course, without a good market. 
Madison and vicinity furnish that. 
The city is the seat of the Uni- 
versity of Wisconsin. Enough stu- 
dents attend that famous institution 
to make a fairly large community. 
Thousands flock there from all over 


By GEORGE F. MASSEY 


the continent; even the world at 
large contributes a respectable share. 
Many parents of students make 
their homes in the city. 

Built between Lakes Mendota and 
Monona, with other picturesque 
lakes nearby, its setting is beauti- 
ful. From the Statehouse dome an 
entrancing panorama spreads in 
every direction. Beauty and culture 
are conspicuous factors in Madi- 
son’s prosperity. 

Yet the educational “industry” is 
not the only one in this center of 
learning ; other industries have been 
developed. All of which has a dis- 
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By Calling on Every Productive 
Factor in the Building Trades, 
Wolff, Kubly & Hirsig Get a Tool 
Volume of $65,000 and Almost 
as Much on Builders’ Hardware— 
Two Men Keep Up Contact with 
Local Buyers — Electric Saws, 
Leveling Instruments and Mortis- 
ing Machines Add to the Yearly 
Volume of Business 


tinct bearing on the tool trade which 
the Wolff, Kubly & Hirsig Co. en- 
joys. 

Within recent years much new 
building has gone forward in the 
city and its environs. Through in- 
telligent, aggressive merchandising 
this retail hardware organization has 
established a peculiar fame of its 
own in the tool field, which it culti- 
vates intensively. 

Along with its tool business, the 
firm gets a heavy volume in build- 
ers’ hardware. Roofing, too, con- 
stitutes a large proportion of the 
company’s business. One recent 
roofing job alone ran to $41,000. 
The W., K. & H. total volume 
reaches the half-million-dollar mark. 

The firm is thoroughly organized 
to make large and small sales; to 
handle large and small jobs. Louis 
Hirsig, the head of it, is on the 
jump for business most of the time, 
in and out of the store. 

His private office on the second 
floor of the main store is attractive, 
but not so attractive as to keep him 
in it. “The bee that gets the honey 
doesn’t stick around the hive.”’ Mr. 
Hirsig is a firm believer in that 
adage. Other members of his staff 
are similarly trained to go outside 
after business. If there’s any secret 

(Continued on page 82) 
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ings, Current ; 
Events in the Jobers and 
Trade Retailers 
MAY «1, 1930 — i 
THOMAS MFG. CO. BUYS} treasurer of the company has me 
AURORA SPECIALTY CO.| charge of the New York George W. Jones Dies; Former Sales 
branch. 


Announcement is made by the 
Thomas Mfg. Co., Newcastle, 
Ind., that it has bought all the 
assets of the Aurora Door 
Hanger & _ Specialty Co., 
Aurora, Ill. Operation of the 
Aurora company was taken 
over by the Thomas company, 
Jan. 1; after moving the 
Aurora plant to Newcastle and 
consolidating it with the modern 
Thomas factory, the latter re- 
sumed production of the com- 
bined lines March 10. 

The Thomas company will 
continue to manufacture all the 
products of the Aurora com- 
pany, termed the Thomas- 
Aurora line, and will continue 
the manufacture of Thomas 
“swing-in” hardware for school 
wardrobes. 

These products are now made 
at the Thomas factory in New- 
castle: School wardrobe hard- 
ware, garage door hangers, 
barn door hangers, overhead 
conveying trolleys, house door 
hangers, fire door hangers and 
grindstones. 


RICHARDS-WILCOX 
MOVES N. Y. BRANCH 


The Richards-Wilcox Mfg. 
Co., Aurora, IIl., has moved its 
New York office, showroom and 
warehouse from 85 to 79 
Walker Street. Increased busi- 
ness has necessitated the move, 
which provides greatly enlarged 
quarters. 

Six floors and basement, com- 
prising the entire building, are 
utilized at the new address and 
the building has been completely 
remodeled and modernized. 
Larger and more complete 
stocks of the constantly expand- 
ing lines of doorway products 
manufactured by  Richards- 
Wilcox will be carried. The 
space available is also adequate 
for displaying full sized work- 
ing models of the elevator, par- 
tition and other large type door 
equipment produced by the com- 
pany. 

Frank E. Hutchins, secretary- 














KAWNEER AND ZOURI 
ARE NOW AFFILIATED 


Francis J. Plym, president of 
the Kawneer Co., Niles, Mich., 
and Lowell M. Chapin, presi- 
dent of the Zouri Drawn Metals 
Co., Chicago Heights, Ill., an- 
nounce jointly that through an 
exchange of stock, based on the 
average past-five-year earnings 
of each organization, an affilia- 
tion of the two companies has 
been effected. Their statement 
says: 

“No additional financing 
contemplated as a result of this 
affiliation, since neither company 
has any funded indebtedness. 
After giving effect to the affilia- 
tion, the capital structure will 
be solely represented by non- 
par-value stock of the Kawneer 
Co. 

“The combined resources will 
permit greater research in de- 
sign and engineering, with con- 
sequent improvement in mar- 
keting and production facilities. 
There are no changes contem- 
plated in the management or 
policies of either company. 

“The Zouri company will re- 
tain its own identity and con- 
tinue to operate its plant in 
Chicago Heights, Ill., and Mr. 
Lowell Chapin as president of 
the Zouri company will be in 
charge. In addition, Messrs. 
Lowell and Henry Chapin will 
become directors of the Kaw- 
neer Co. The Kawneer Co. 
will be represented on the board 
of the Zouri company. 

“Business connections with 
either company will experience 
no disturbance in their con- 
tractual relations.” 
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CLARKE IS A DIRECTOR 
OF CLEVELAND CHAMBER 


Norris J. Clarke, vice-presi- 


dent, Lamson & Sessions Co., | 


| Manager, Pittsburgh Steel Co. 





GEO. W. JONES 


| following a 
| ° . 
had been manager of sales for 


| age of 


long illness. He 
the Pittsburgh Steel Co., Pitts- 
burgh, Pa., until his retirement 
on Feb. 1. 

Mr. Jones was born in Wales 
and came to this country at the 
13. In 1908 he joined 
the Pittsburgh organization in 
a sales capacity. Later he 
served as assistant manager of 
the New York office, and then 


of the Chicago 


as manager 
branch of the organization. He 
became assistant manager of 
sales in 1921 and five years 
later was made manager ot 
sales. 


Mr. Jones was active in na- 
tional convention for many 
years and played an active part 
in these and other trade affairs. 








George W. Jones died on 
April 21 in Pittsburgh, Pa., | 
ARMSTRONG FIELD MGR. 





FOR SUPPLEE-BIDDLE 


John J. Armstrong has be- 
come associated with Supplee- 
Biddle Hardware Co., Philadel- 
phia, Pa. in the capacity of 
field manager in the greater 
metropolitan district about New 
York City. Mr. Armstrong for 


several years has been presi- 








JOHN J. ARMSTRONG 


dent of the Armstrong 





ware Co. New York City, 


and John A. Coakley traffic | Which will discontinue doing 


manager of American Steel & 
Wire Co., Cleveland, Ohio, 
have been elected 
the Cleveland Chamber 
Commerce. 


of 


| to 
° oe 
directors of | 
| Hardware Co., Inc., New York 


business under that name. Prior 
forming that company he 
was vice-president of Masback 


‘City, with which company he 
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Hard- | 


| tail 
| the same meeting. 


had previously been salesman, 
buyer and secretary. 

Three associates of Mr. Arm- 
strong are also joining the Sup- 
plee-Biddle sales staff. They 
are Eric Giles, C. M. Dewey 
and G. F. Marwede. These and 
other salesmen comprise the 
selling staff which will cover 
the metropolitan territory under 
the guidance of Mr. Armstrong. 


PITTSBURGH RETAILERS 
FAVOR GARNISHEE LAW 

The Pittsburgh Retail Hard- 
ware Association expressed it- 
self in favor of the proposed 
Pennsylvania garnishee law at 


its reguar monthly meeting, 
held in the Hotel Roosevelt on 
| April 25. The bill failed to 
pass when presented in 1929, 


| and hardware dealers are being 


urged to lend their support 
when it is presented again in 
1931. 

“Store Arrangement and 
Relation to Profit,” 
subject of an address by P. R. 
Jacobson of the National 
Association at 


Its 
was the 
Re- 


Hardware 
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RUGG MANAGES SALES OF | 


WESTINGHOUSE ELECTRIC 


F. A. Merrick, president, 
Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa., has 
announced that W. S. Rugg, 
vice-president in charge of en- 
gineering, has been placed in 
charge of sales activities in ad- 
dition to his duties in the en- 
gineering end of the company. 
Mr. Rugg succeeds Edward D. 
Kilburn, vice-president and gen- 
eral sales manager, who recent- 
ly resigned. S. M. Kintner, 
director of the Westinghouse 
Research Laboratory, is assis- 
tant vice-president. He assumes 
engineering department duties 
under the direction of Mr. 
Rugg. 

Mr. Rugg joined the organi- 
zation in 1892 in the Chicago 
office to do sales and engineer- 
ing work. He was transferred 
to New York and in 1909 was 
made manager of that office. 
In 1917 he went to East Pitts- 
burgh as manager of the rail- 
way department and _ shortly 
after took charge of the marine 
department. In 1920 he became 
assistant to H. D. Shute, then 
vice-president in charge of sales. 
He was made general sales 
manager in 1922 and in 1925 
became vice-president in charge 
of engineering. 


HARDWARE AGE 
Mr. Kintner engaged in tele- 
| phone construction operation 
| work in 1904 after which he 
| became a member of the faculty 
of the engineering department 
| of what is now the University 
of Pittsburgh. He joined the 
| Westinghouse organization as 
| a research engineer in high ten- 
| sion phenomena, lightning ar- 
| restors, line and apparatus pro- 
| tection. Then he went to the 
railway engineering department. 
| In 1911 Mr. Kintner joined the 
| Electrical Signalling Co., of 
| which company he finally be- 
came president. He returned to 
the Westinghouse organization 
| in 1920 to do engineering and 
| research duties. 
| Mr. Kilburn will engage in 
| private business. He entered 
the employ of the organization 


| in 1906 as a graduate student. 
| He became, in turn, manager of 
the New York Power and Rail- 
way Department, 
the New York 

| vice-president and general man- 
ager of the Westinghouse Elec- 
| tric International Co. and sales 
| executive of the Westinghouse 
| Electric & Mfg. Co. He is a 
member of many organizations 
in addition to the American In- 
| stitute of Electrical Engineers. 





manager of 


district office, 





| 
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WEIS, SANDROCK & CO. 


NEW HARDWARE STORE | 


Weis, Sandrock & Co., have 
opened a new hardware store in 
Monroe, Mich. The building 
more than doubles the 


room on its first floor. In addi- 
tion the new store will utilize 
the basement, allowing the in- 
clusion of a complete glassware 
and crockery department for the 
first time. 

New shelving and display 
racks have been put in the base- 
ment and the floor display of 
radio equipment, stoves, and 
washing machines has been put 
down there. On the first floor 
large office space has been pro- 
vided. Receiving room and 
loading dock are built across 
the rear of the building and 
there is a large storage space 
on the second floor, in addition 
to the living apartments built 
for four families. 

The company was organized 


in 1923. 


J. D. COX, JR., ELECTED 
METAL ASSN. OFFICER 

Jacob D. Cox, Jr., president, 
Cleveland Twist Drill Co. 
Cleveland, Ohio, was recently 
elected as first vice-president of 
The National Metal Trades As- 
sociation, at the thirty-second 
annual convention of the organi- 


space | 
| occupied by the former display 


zation held at the Hotel Astor, 
New York City. 


THE NUTMEGGERS PLAN 
BIG MEETING IN MAY 

The Nutmeggers held its 
monthly meeting April 9, at the 
City Club, Hartford, Conn., at 
which time a regular business 
| session was held. Plans for the 
| big meeting in May were made. 

K. M. Martin, Hartford, 
Conn., chairman of the enter- 
tainment committee .or Jack 
Cobleigh, secretary of the or- 
ganization must be notified be- 
fore May 11, of any dealer’s 
intention to attend. The meet- 
ing will be held May 14 at the 
City Club, in that city. There 
are plans for the exhibition of 
three or four reels of fishing 
pictures, the presentation of a 
male quartette and an address 
of interest to the members. 


DAMASCUS STEEL MOVES 
NEW YORK CITY OFFICE 
Damascus Steel Products 
Corp., Rockford, Ill., has an- 
nounced the new location of its 
New York Office. The office 
| is now maintained at 149 Church 
| St., a more desirable location, 
| as it is in the heart of the hard- 
ware district. 
| Damascus warehouse stocks 
| are now carried in Boston, New 
| York, Denver and Portland. 











1. W. M. Parrish, vice-president, Keith, Simmons Co., Inc., Nash- 


ville, Tenn. 
2. Sory Bailey, manufacturers’ 
3. Joe Notgrass, vice-president, 
Tenn. 
4. Dempsey Weaver, 
Nashville, Tenn. 
5. Bruce Keener, secretary, C. 
Tenn. 


vice-president, 


representative, Nashville, Tenn. 
H. G. Lipscomb & Co., Nashville, 
McWhorter Weaver & Co., 
Knoxville, 


M. McClung & Co., 


6. Ray Hare, manufacturers’ representative, Nashville, Tenn. 


7. Walter Keith, Sr., president, 
ville, Tenn. 


8 

>. I. Moody, secretary-treas 
phis, Tenn. 

10 

Ty Thomas R. Frazer, president, 

1 
Tenn. 

13. W. W. French, vice-presiden 


Handley Hardware Co., 


. Kenneth Orgill, Orgill Brothers Co., Memphis, Tenn. 
Ww 


Keith, Simmons Co., Inc., Nash- 


urer, Orgill Brothers Co., Mem- 


. Sheffield Clark, manufacturers’ representative, Nashville, Tenn. 


Rome Hardware Co., Rome, Ga. 


. R. R. Roth, secretary, House-Hasson Hardware Co., Knoxville, 


t and general manager, Movore- 


Birmingham, Ala. 


14. Sidney Tompkins, manufacturers’ representative, Nashville, 
Tenn. 

15. Brown Buford, vice-president, Buford Brothers, Nashville, 
Tenn. 

16. L. M. Stratton, president, Stratton-Warren Hardware Co., 


Memphis, Tenn. 
17. John J. Conroy, 
Clarksville, Tenn. 


president, 


Elder Conroy Hardware Co., 


18. J. A. Vann, president, Young & Vann Supply Co., Birming- 
ham, Ala. 

19. C. C. Blackwell, vice-president and sales manager, Moore- 
Handley Hardware Co., Birmingham, Ala. 

20. Sheffield Clark, Jr.. manufacturers’ representative, Nashville, 
Tenn. 

21. R. L. Cowan, House-Hasson Hardware Co., Knoxville, Tenn. 


22. Ed. 

3. W. L. Lovell, Nashville, 
24. Louis Williams, 
Tenn. 


ville, Tenn. 


3uford, vice-president. Buford Bros., Nashville, Tenn, 
Tenn. 
manufacturers’ 


representative, Nashville, 


5. Tillman Cavert, manufacturers’ representative. 
26. William Weaver, president, McWhorter Weaver & Co., Nash- 
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MILL SUPPLY DEALERS | 
JOINT MEETING! 


The Mill Supply Club of | 
New Jersey was host to the | 
Contractors, Mill Supply and 
Heavy Hardware Institute of 
New York City at a joint meet- 
ing held in Newark, N. J., Mon- 
day, April 21, at the Hotel 
Douglas, Frank Brodhead, 
3rodhead-Murphy Co., Eliza- 
beth, N. J., vice-president of the 
Jersey group presided in the 
absence of President I. T. Mad- 
sen, Perth Amboy Hardware 
Co., Perth Amboy, N. J. About 
forty were present from both 
organizations. 

Association activity as he had 
observed it in many parts of the 





country was the subject of a 
talk by Chas. J. Heale, Man- 
aging Editor, Harpware_ AGE. | 
This was followed by an in- | 
formal discussion with Mr. | 
Heale answering queries on 
such work as it applied to the 
local districts. Brief remarks 
were also made by J. H. Cherry 
the efficient secretary of the 
New York group, by E. T. B. 
Penman, Neal & Brinker, New | 
York, chairman of the New | 
York group; and by E. A, Gray, 
Bannister & Pollard, Newark, | 
N. J., secretary of the Jersey | 
unit. E. W. Graham, Manning, | 
Maxwell & Moore, Inc., gave | 


a very interesting account of 
the recent Memphis Mill supply 
convention, and answered quer- 
ies about the happenings at that 
meeting. 

BENNETT STORE BURNS; 
OWNER NEEDS CATALOGS 


Fire destroyed the store of 
G. W. Bennett & Son, Mon- 
toursville, Pa., recently. A new 
store, measuring 33 by 96 ft., 
and consisting of main floor and 
basement will be opened by 
July 1. 

Catalogs are requested by the 
company on hardware fixtures 
and general hardware items. 





HENRY S. DUNNING DIES | 
IN PERRY, MICHIGAN 
Henry S. Dunning, 63, a 


member of the retail hardware 
firm of Dunning & Rann, Perry, 
Mich., died on April 2, in his 
home in that town. 





Cc. A. NENNO ACQUIRES 
OSBORN CO. INTEREST 


Clayton A. Nenno has ac- 
quired an interest in the J. M. 
& L. A. Osborn Co., Cleveland, 
Ohio. He has been elected a 
vice-president and member of 
the board of directors and has 
been named as manager of the 
Buffalo warehouse. 








Mr. Nenno had _ previously 
been connected with the organi- 
zation but for several years had 
been in business for himself in 
Buffalo, where he sold brass, 
nickel and similar lines. 





FORSBERG CO. HOLDS 
ITS ANNUAL MEETING 

The annual meeting of The 
Forsberg Mfg. Co., Bridgeport, 
Conn., was held recently and 
the officers and directors of the 
firm were re-elected for another 
year. Reports and statements 
for the first quarter of 1930 
showed a decided increase over 
the corresponding period last 


year with an even better out- | 


look for the next three months. 
Directors re-elected were: 
Harold S. Forsberg, president ; 
Harry B. Curtis, Bridgeport 
Hardware Co.; Robert B. 
Davis, sales manager, Raybestos 
Co., and R. L. Hunter, Hunter 
& Havens, Bridgeport, Conn. 





GLOBE AMERICAN CORP. 
FORMED BY STOVE MFRS. 

Globe Stove & Range Co. 
was recently merged with 
American Steel Products Co., 
Macomb, III., to form the Globe 
American Corp. The new cor- 
poration has its offices in 


Kokomo, Ind., where the former | 
| mother and his widow. 


| concern had its offices. 








SMITH DIES, DIRECTOR 


SHAPLEIGH HARDWARE 


Franklin E. Smith, member 
of the board of directors, The 
Shapleigh Hardware Co., St. 
Louis, Mo., died in his home in 
that city on April 9, after an 
illness of some months dura- 
tion. 





Franklin E. Smith 


Mr. Smith joined the com- 
pany as a traveling salesman in 
1903 to cover southern Indiana 
and northern Kentucky. In 
1907 he was put in charge of 
the builders’ hardware depart- 
ment, which post he held until 
his death. In this branch. he 
gained an exceptionally wide 
acquaintance. Because of his 
success he was made a member 
of the board of directors in 
1915. He is survived by his 





ware Co., Memphis, Tenn. 
28. Walter Keith, Jr., 
Nashville, Tenn. 


30. W. W. French, 
ham, Ala. 

31. John B. Crimmins, 
Co., Chattanooga, Tenn. 


dt: 


vice-president, Keith, Simmons Co., 


general manager, 


27. M. G. White, secretary and treasurer, Stratton-Warren Hard- 


Tnc., 


29. Don Warren, Stratton-Warren Hardware Co., Memphis, Tenn. 
Moore-Handley 


Hardware Co., Birming- 


Mills & Lupton Supply 


32. J. S. Van Gilder, vice-president, C. M. McClung & Co., Knox- 


ville, Tenn. 


33. Arthur Lee, sales manager, Orgill Bros. & Co., Memphis, Tenn. 


34. BB; C, 
ville, Tenn. 

35. Henry Brackman, 
Nashville, Tenn. 

36. John D. Lewis, secretary and 
Inc., Nashville, Tenn. 

37. James Warren, 


Krieg, vice-president, Keith, Simmons Co., 


vice-president, 


Stratton-Warren 


Inc., Nash- 


Keith, Simmons Co., Inc., 
treasurer, Keith, Simmons Co., 


Hardware Co., Memphis, 


Tenn. 
38. S. J. Keith, Jr., vice-president, Keith, Simmons Co., Inc., Nash- 


ville, Tenn. 


KEITH-SIMMONS HOLD 
COMPETITORS’ FRIENDSHIP 
MEETING 


Guests Include Hardware Jobbers and Manufacturers 
Representatives from Alabama, Georgia and Tennessee 


Competitor met competitor in good fellowship, with no thought 
or mention of business, at the Keith-Simmons Friendship meeting 
This all-day friendship meeting, 
conceived and carried to a completely successful conclusion by 
Walter Keith, president, and other officials of the company, was 


in Nashville, Tenn., recently. 


entirely social. 


Entertainment of an informal nature was amply 


provided and the spirit of the occasion will be felt in business 


relations of the future. 


After greetings and introductions by Mr. Keith, and a casual 
look into the Keith-Simmons plant, the party visited the com- 
pany’s retail store on Union Street, where they met the employees 
and saw how Keith-Simmons puts its wares before the con- 


suming public. 


The visitors were then taken to the home of Mr. 


Keith where they were entertained; thence to the Belle Meade 


Country Club for luncheon. 


An informal talk by J. E. Caldwell, 


president of the Fourth and First Bank and Trust Company, 
motor trips, golf and a visit to “Cheekweed” estate of Leslie 
Cheek, made up the afternoon’s entertainment. 

The banquet at the Andrew Jackson Hotel was attended by 
more than fifty guests, and was addressed by Dr. Gus Dyer, 


editor of the Southern Agriculturist. 


The photograph shows 


the gathering grouped before the Keith-Simmons plant. 
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A. J. Gaehr Elected President of 
The Geo. Worthington Co. 


Succeeds Late W. D. Taylor—H. E. Hulburd Is 
Vice-President and G. J. Schullian, 
Secretary-Treasurer 


AL; 
president of the George Worth- 
ington Co., Cleveland, to fill the 


vacancy caused by the 


Gaehr has been elected | the 





recent | Mr. Hulburd, the 


treasurership. The two 
offices of first and second vice 
president have been combined 
under the title of vice president. 
new vice 


death of William D. Taylor. | president, has been second vice 
H. E. Hulburd has been elected | president since 1927. He is also 





H. E. HULBURD 


vice president and J. G. Schull- 
ian, secretary and _ treasurer. 
These three officers have been 
connected with the company 
about 40 years. Mr. Gaehr was 
formerly first vice president 
and treasurer. He has been con- 
nected with the company since 
1891 when he started as office 
employee and has worked his 
way up through the financial 
department. He became assist- 
ant treasurer in about 1905, 
treasurer and a director in 1910, 
secretary and treasurer in 1914 
and vice president and treasurer 
in 1923. In 1927 he was made 
first vice president, retaining 


A. J. GAEHR J. G. 





SCHULLIAN 


manager of sales. He joined the 
company as a traveling sales- 
man in 1889. In 1906 he was 
placed in charge of the cutlery, 
saddlery and sporting goods de- 
partments. In 1919 he was 
made a director and in 1927 
second vice president. Mr. 
Schullian, who succeeds Mr. 
Gaehr as treasurer, retaining 
his former title as secretary, 
has been with the company 
since 1892 and also worked his 
way up from the bottom through 
the financial end of the business. 
He was made a director in 1919 
and _ secretary and_ assistant 
treasurer in 1923. 





N. Y. 
WORKING ON PROGRAM 


The regular monthly meeting 
of the Metropolitan Wholesale 
Hardware and Housefurnish- 
ings Association was held at the 
Hotel Brevoort, New York 
City, on Wednesday, April 23 
with vice-president L. C. Lane, 
Loring-Lane Co., presiding. An 
informal round table discussion 
on the work of that body to 
date with opinions on future 
activity featured the session. 
About thirty were present and 
from the general discussions the 
governors plan a definite work- 
ing program that will in their 
judgment be helpful to whole- 
sale and retail interests in the 
territory served. Secretary J. 


H. Cherry reported briefly on 


WHOLESALE ASS’N | 





the committee work in the past 
month and on the findings of 
the governors who met earlier 
that day. 


WILLIAMS DIES IN VA., 
WELL KNOWN IN SOUTH 


John McR. Williams, famil- 
iarly known as “Mac” to the 
hardware trade in the South, 
died recently in Fairfax, Va. 
For fifteen years Mr. Williams 
had represented Landers, Frary 
& Clark, New Britain, Conn. in 
that territory. +» 

Previous to his connection 
with the New Britain firm he 
had been with Simmons Hard- 
ware Co. Few men had the 
acquaintance in the trade that 
he enjoyed in the south. 





BURLINGTON BASKET CO. 
ERECTS LARGE FACTORY 

What is believed to 
world’s largest basket 


be the 
factory 


has been erected for the Burl- | 


ington Basket Co., Burlington, 
Iowa. More than 40 years ago 
this organization was founded 
and it is now one of the largest 
manufacturers of baskets in the 
world. 

The new plant is located on 
a ten-acre tract of land on the 
Mississippi River. A_ small 
lake covering several acres has 
been connected to the river by 


| a 60-ft. canal measuring 500 ft. 


in length, enabling the floating 
of logs from the forest pre- 
serves of the organization to the 
factory. This plant covers 150,- 
000 sq. ft. of floor space and is 
composed of five reinforced 
concrete steel buildings. 

Practically all of the process 
of basket weaving and making 
is done by hand. 





GEORGE HOY IN FIELD 
FOR N. Y. ASSOCIATION 

George Gaylord Hoy is now 
connected with the office of the 
New York State Retail Hard- 
ware Ass’n., Inc., Syracuse, 
N. Y. He has been taking an 
intensive course of training at 
the ‘National Ass’n office in 





GEORGE HOY 


Indianapolis, Ind. This training, 
together with his experience 
with the Frank Burke Hard- 
ware Co., Waukeegan, IIl., and 
other hardware organizations 
will fit him for this work and 
will make him of real help to 
the members of the organiza- 
tion. 

Mr. Hoy will help members 
of the association in store ar- 
rangement, advertising, office 
practice and display problems, 
and will also be active in group 
meetings of the organization. 
Readers of Harpware AGE will 
remember him as the author of 
an article describing the meth- 
ods used by the Burke organi- 
zation for keeping records. 


| Mr. Hoy will address the 
next meeting of the Brooklyn 
Hardware Association to be 
held on May 8. 


FEARN, SALES MANAGER 
OF FRENCH BATTERY CO. 


Irving K. Fearn has been ap- 
pointed general sales manager 
of the French Battery Co., with 
headquarters in the new gen- 
eral sales offices in the Twenty 
North Wacker Drive Building, 








IRVING K. FEARN 


The Chicago offices 
were formerly at 30 North 
Michigan Avenue. The factory 
is at Madison, . Wis. 

Mr. Fearn was graduated 
from Yale University in 1917. 
For two years he served in the 
aviation corps of the Army and 
as first lieutenant of field artil- 
lery. Two more years he spent 
in the Famous Players-Lasky 
sales department. Then for 
five years he was engaged in 
his own business. 

For a year and a half he 
served J. C. Haartz, New 
Haven, Conn., as sales manager, 
and for two more years the 
Ken-Rad Corporation as gen- 
eral sales manager. Feb. 10, 
1930, he joined the French Bat- 
tery Co., as assistant to the 
president and on March 6, he 
became general sales manager. 


Chicago. 





WILLIAM BLACK DIES 
IN ST. PETERSBURG 


William Black, 53, president, 
B. F. Avery & Sons, Louisville, 
Ky., died April 19 in St. Peters- 
burg, Fla. He went to Florida 
about six weeks ago in an effort 
to regain his health. 

Mr. Black was born in Bor- 
dentown, N. J., and came to 
Louisville at the age of 16. He 
is survived by his widow and 





two children. 
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IN PISTOL PRODUCTION 


A statement issued on April 
4 by the Internal Revenue Bu- 
reau was made to correct “an 
erroneous impression” that the 
recent manufacture and sale of 
pistols and revolvers has in- 
creased greatly in the past year. 
Analysis of the tax collections 
shows a slight decrease in the 
manufacture for the seven 
months’ period ended Jan. 31. 
* It is understood that Samuel 
Stone, president, Colt’s Patent 
Fire Arms Mfg. Co., Hartford, 
Conn., and Representative Fenn 
of Connecticut assisted in the 
issuance of the statement made 
by the bureau. Mr. Stone made 
a trip to Washington, D. C., to 
seek official correction of the 
“impression” that had been cre- 
ated by a manufacturers’ ex- 
cise tax statement. Included in 
the statement were back tax col- 
lections of previous periods, 
amounting to more than $180,- 
000, and it was therefore mis- 
leading, according to the manu- 
facturers. 

Other than the desire to rec- 
tify an incorrect impression, 
it is thought that the tariff 
measure and other proposals, 
now being studied, for the pre- 
vention or hindrance of inter- 
state transportation, particular- 
ly by mail, of revolvers and pis- 
tols was one of the causes for 
the issuance of the statement. 
Although collections for the pe- 
riod of seven months ended Jan. 
31, this year, as compared with 
the collections for the same pe- 
riod ended Jan. 31, 1929, were 
greater by $178,544.72, the back 
tax of more than $180,000 shows 
the slight decrease in sales for 
the period, according to the fig- 
ures presented by the bureau. 


U. S. CHAMBER OF COM- 
MERCE HOLDS ANNUAL 
MEETING 


“What’s Ahead for Business” 
is the appropriate theme of the 
annual meeting of the Chamber 
of Commerce of the United 
States which convened in Wash- 
ington, D. C., on April 28 to 
last through May 1. The meet- 
ing is expected to reflect a 
steady revival of business, con- 
firming reports to this end being 
received by the Business Survey 
Conference of the Chamber as 
well as by government sources, 
including the Department of 
Commerce. Secretary of Com- 
merce R. P. Lamont recently 
announced the result of a study 
made by the Division of Ton- 
struction which showed a gain 
of 55 per cent in the amount of 
contracts awarded by public 
works and public utilities for the 


SLIGHT DECREASE SHOWN | first quarter when compared 
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F. H. PAYNE APPOINTED 
ASS’T WAR SECRETARY 

Frederick H. Payne, chair- 
man, board of directors, Green- 


with the corresponding period 
of last year. One of the dis- 
appointing features of the re- 
port was the decline in awards 
for residential construction, 
which apparently is due to the 
tightness of money for this kind 
of work. The report, however, 


field, Mass., was nominated on 
April 22, by President Hoover, 


clearly showed that improve- 
ment is well under way and 
with the advent of warm 


weather it is confidently ex- 
pected that it will be stimulated 
considerably. The National 
Chamber meeting will deal with 
trends in all lines and promises 
to be one of the most construc- 








tive conventions of the kind 
ever held with a large atten- 
dance from business groups 


throughout the country. 





curred recently. 

Mr. Payne had been treas- 
urer, vice-president, president 
and chairman of the board for 
the Greenfield Tap & Die Corp. 
In addition he held in succes- 
sion the position of bank ex- 





0. F. HARMS 
Sales manager, Johnson Motor Co., 
Waukegan, Ill., manufacturers of 
outboard motors, who has recently 
returned from an eastern trip for 
the organization 


75 YEARS YOUNG 


below. It represents threg gen- 
erations of FEarles and 
taken on the celebration of Mr. 
Earle’s 75th birthday. 


friend: 
( Good 


The many hardware 
of Horatio Sawyer 
Roads) Earle will be interested 
in the family photograph shown 


Was 


| 


| dent of 


field Tap & Die Corp., Green- | 


} F. H. PAYNE 

| to be Assistant Secretary of 
| War. Mr. Payne, who is a 
lieutenant colonel in the reserve, | 
succeeds Patrick J. Hurley, who 
was elevated to the office of 
Secretary upon the death of 
James W. Good, which oc- 


aminer in Massachusetts, presi- 
the Mechanics Trust 
Co., Boston, and vice-president, 
Federal Trust Co., Boston, 
Mass. 


J. W. HILL, JR., PLANS 
MANUFACTURERS’ AGENCY 


J. W. Hill, Jr., who has been 
with the Pittsburgh Steel Co. 


for more than ten years as a 
traveling salesman in Texas 
territory and later in New 


York, has resigned his position. 


Mr. Hill, who has a large 
acquaintance among wholesale 
hardware distributors and re- 


tail hardware dealers in Texas 
and western Louisiana, is plan- 
ning to open a manufacture*: 
agency for that district. He is 
open for a few high-grade linc 


ENGELSON IN BUSINESS 
AS A DISTRIBUTOR 


\. Engelson has recently gone 
into the wholesale hardware dis- 
tributing business for himself. 
His store is located at 2283 Co- 
lumbus Ave., Springfield, Mass. 
For the past ten years he 
was connected with Morris A. 
Cohen, Springfield, and the lat- 
ter five years he was salesman 
for builders’ hardware lines. 

Mr. Engelson requests cata- 
logs from organizations manu- 
facturing builders’ hardware 
lines, paints, varnishes and con- 
tractors’ tools. 


“Good Roads” Earle evident- 
ly has much to be proud ot be- 
sides his achievements in 
half of better highways. 


be- 
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Black Knight Padlock 


The Black Knight disk tumbler cylin- 
der padlock has been announced by the 
Independent Lock Co., Fitchburg, Miss. 

This lock is 1% in. and is strong and 
durable. It has double-locking action on 





DOUBLE LOCKING ACTION ON SHACKLE 





shackle, brass bolt, two cylinder keys, 250 
key changes, rust-proof working parts, and 
heavy steel rust-proof case of handsome 
black gunmetal finish. 

These padlocks are being marketed in 
attractive individual boxes, packed one 
dozen in a carton. With each order for 
a dozen the dealer is furnished with the 
counter display card shown here. 


“Jewel” Lawn Sprinkler 


As a companion to its “Whirling Fairy” 
lawn sprinkler, the L. R. Nelson Mfg. Co., 
Peoria, Ill., has brought out a new sprink- 
ler, the “Jewel.” Under a pressure of 40 
pounds it sprinkles within a circle 50 ft. 
in diameter, water about 2000 sq. ft. of 
lawn or garden without moving. 

In smaller spaces, with the water turned 

‘low, it sprinkles just as evenly. Long life 
is enhanced by the long, smooth running, 
double bearing which is self-closing against 


leakage. 





It has a heavy, durable sprinkling arm 
10 in. long; malleable base; swivel brass 
hose connection; height, 41% in.; one to a 
box; one dozen to a carton; 25 pounds per 
dozen. There is nothing to adjust about 
the “Jewel.” 


Lufkin “Two Way” Rule 


The “Two Way—Red End” rule has just 
been brought out by The Lufkin Rule Co., 
Saginaw, Mich. This new spring joint 
wood rule is marked differently, and has 
decided advantages which carpenters and 

mothenemechanies asewell as allethose. who 


| to left. 





| do common measuring will quickly appre- 


ciate. 

On one side figures run from left to 
right, and on the left-hand side from right 
This rule also has on both sides 
inside or flat markings, thus the portion 
being used lies flat on the work. On the 
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upper side the 16ths are marked instead 
of falling on the lower edge. This iea 
ture allows the figures to fall closest to the 
edge of the work being measured or 
marked. It is made in white enamel finish, 
with 6-in. sections, and in 4, 5 and 6-ft. 
lengths. 

These rules have rust-proof metal spring 
joints and trimmings, and strike plates pre- 
venting wear of markings in opening and 
closing. With the rule of this type it is 
possible to rule work from either left or | 
right hands, depending upon the type of 
measurement being done. 


Ranney Cistern Filter 


Ranney Filter Co., Maynard, Iowa, offers 
the trade a cistern filter, which prevents 
the cistern from clogging or freezing,-and 
will, filter, clean and purify the water 
which passes through it, according to the 
manufacturer. 








An attractive feature of this filter is the 





slanting strainer built into the top which 
catches all the leaves, twigs, bugs and other 
trash washed from the roof and gutter, 
and ejects them from the system by the 
force of the water flow from the down- 
spout. 

Water flowing through the main strainer 
is deflected to the center by a cone-shaped 
deflector and forced to pass through the 
charcoal cone or container which absorbs 
the dirt, making the water entering the 
cistern pure and clean. The concave bot- 
tom permits the quick emptying of filter 
and avoids the danger of freezing or rust- 
ing the bottom. 

This filter is well built of 26 gage “Arm- 
co iron,” and the container is made of 
heavy galvanizzed hardware cloth. Both 
main and secondary strainers are made of 





heavy galvanized hardware,cloth. 


Moe’s Wire Guard Feeder 
Hoeft & Co., Inc., North Chicago, IIl., 


offers the trade a 5-ft. poultry feeder with 
removable trough. It is known as Moe’s 
Wire Guard Feeder. 

The trough is made of extra heavy gal- 
vanized steel. It is 8 in. wide at the top 
and is 5 in. deep. On each side there are 
wide turned-in flanges to prevent waste 
of feed. Wire guards are of heavy No. 7 
hard galvanized wire and are electrically 
welded. The guard is hinged in one unit, 
enabling the farmer to clean and fill the 
trough with ease. 








Strong angle iron legs, well braced, sup- 
port the trough. The trough is removable, 
but is held firmly in place on the stand. 
Total height on the stand is 27 in., and the 
perches are 17 in. high. 


Blackhawk Truck Jack 


Blackhawk Mfg. Co., Milwaukee, Wis., 
is producing two new hydraulic jack models 
for use with trucks and busses. They are 
said to be exceptionally low built and ex- 
tremely powered for lifting purposes, mak- 
ing them of particular use for low front 
axles. 





They are one-hand lifters, said to work 
easily, safely and speedily. D8.7 is a 
twelve-ton model, 834 in. low, with 5-in. 
lift and 3-in. handscrew extension, or a 
total height of 1634 in. It is equipped with 
one-piece handle, and weighs when packed 
31% lb. Model M7.3 is a 5-ton jack, 7 5/16 
in. high when collapsed and having a 
telescopic lift of 7 3/16 in. lift, giving a 
total height of 14% in. The 5-ton jack 
has an improved sled base, making plac- 
ing and removal of jack easy. A lantern 
type handle provides comfortable carry- 
ing grip. It has a 34-in. two-piece handle, 
and .weighs, when packed,.25% bb. .. 
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Calling customers 
into your store 


LET US SHOW YOU , . : 
If you covered your window with window 


Remington, ee FL E S strips, few people would read them. Certainly 


not the busy people who have money to spend. 
They’d never stop to figure out what the con- 





























fusion of printing was all about. 








we SELL Remington On the other hand, if you put one or two 
POCKET KNIVES, ||. -tivs ata time om the window, no passerby 
can help seeing them. They tell their story 


briefly and convincingly. 














When the story they tell is of Remington 
WE SELL Remington, firearms, ammunition, and cutlery—things 


KLEANBORE 22° | imine ocrient het crerrone 
knows about, and that everyone wants—many 


of these busy people are reminded of their 




















needs. They come in and buy. 


RIFLES KLEANBORE 22’s ree 99 ; = - 
ecg Saas sameinemeinn These strips are 22 inches long and 5 

NITRO EXPRESS SHELLS inches high—easy to sée and easy to read. 
CUTLERY ° ° ° 

GAME LOADS The subjects covered are listed on this page. 
Se ee” = SU SHOT SHEL 

x +B4 9 a ; € io 
HOLD KNIVES ARROW LACQUERED We'll gladly mail you a set of these. 

POCKET KNIVES SHELLS 


REM OIL .410 GAUGE (KLEANBORE) 4 H{ 
4 e 
V V President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 
Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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Independent Registers 


Independent Register & Mig. Co., 3747 
East Ninety-third Street, Cleveland, Ohio, 
offers two additions to the line of regis- 
ters which it manufactures. 

Fabrikated Registered 
safety mesh pattern having an open area 
of 68 per cent, designed to prevent acci- 


Faces have a 





dents from narrow heels catching in the 
openings. Openings are % by 1% in. in 
these faces, and are particularly designed 
for use in churches, stores and places in 
which the public gathers. This pattern 
face is also available as a complete regis- 
ter with multiple valves. 

The MT baseboard register is made in 
two pieces, with removable grille and is 
available in a variety of handsome colors. 
It has clear, sharp embossing, reinforced 
and welded corners, permanent valve ad- 
justment, and a convenient and comfortable 
valve handle. 


Sesamee Combination Padlock 


The Sesamee combination lock is now 
made in the padlock type by Robeson 
Rochester Corp., Rochester, N. Y. This 
lock is so made that the combination may 
be changed at will, instantly in a manner 
as easy as the resetting of a watch, ac- 
cording to the manufacturer. 

There are three small dials with numer- 
als from 0 to 9, inclusive. Over the dials 
there is a shield, which when raised serves 
as the lever or latch by means of which 
the lock opens when the proper combination 
is set. The padlock is locked by merely 
closing the shackle and cannot be picked. 


lead to revealing the combination. Change 
in combination cannot be made until the 
lock is open and combination set is dis- 
played. 

A small, well notched lever on the back 
of the lock is merely slipped to one side, 
and the combination on the dials reset to 
the desired new combination. The lever is 








then slipped back into its original place 
and the numbers on the dials are the new 
combination. The lever then becomes au- 
tomatically locked. 

These padlocks are made of a special 
bronze construction and are rust and 
weather-proof. They are packed in at- 
tractive individual boxes, 12 to the carton. 


Wallace Hand Jointer 


New safety and cutterhead, features are 
included in the Wallace Hand Jointer, man- 
ufactured by J. D. Wallace & Co., 134 S. 
California Ave., Chicago, III. 

A jointer cutterhead with skew or spiral 
knives is not a new idea, but the maker is 
now producing this feature in quantity and 
at a reasonable price, according to the 
statement of the Wallace organization. 
Each knife enters the cut progressively, 
entirely eliminating the poundirig which is 
noticeable in any straight knife cutterhead, 
giving a true shaving cut, says the maker. 
The head is designed so that a simple flat 
bit can be set securely by any operator of 
average ability. Cutterhead is die-cast with 





duraluminum on a steel shaft. Knives lay 
on flat surfaces and are clamped in position 
with the die-cast coverplates, which re- 
ceive bolts and washers. Holes for the 
bolts are tapped into the center steel 
shaft, and as the washers extend over the 
top surfaces of the knives, the shock or 
load put on the knives is transmitted di- 
rectly from steel to steel. 

An improved safety guard is provided, 
which is simple in construction and quick 
and positive in operation. It is over the 





It is absolutely quiet-in operation, and no 


knives at all times on surfacing operations. 


“feel” can be had in turning which would | 





Metallic Hinge Pins 


Flexible Steel Lacing Co., 4607 Lexing- 
ton St., Chicago, Ill, has announced the 
introduction of sectional steel rocker hinge 
pins for No. 15 and a new type corrugated 
wire hinge pin for Nos. 00 and 1 Alligator 
Steel Belt Lacing. The new type pin is 
for use in place of rawhide pins, although 
the rawhide type is still available when re- 
quested. 


LSS 


SSD 


30oxes of Nos. 00 and 1 size will con- 
tain the corrugated wire hinge pins and all 
boxes of sizes 15 to 75 inclusive will con- 
tain sectional steel rocker hinge pins. In 
order to obtain the old type rawhide pins 
the buyer must specify that type. The new 
metallic pins have proved their superiority 
under damp and wet conditions, the manu- 
facturer says. Illustrations show both 
types of pins. The pin shown in the 
smaller illustration is the corrugated hinge 
pin while the larger one is the sectional 
rocker hinge pin. 


ABC. Range Burner 


Automatic Burner Corp., 312 N. May 
St., Chicago, Ill., offers the trade a new 
range burner. This burner is made pri- 
marily for use in cooking ranges using 
coal or wood as fuel, but it may be used 
for heating small buildings, where the load 
is not more than the equivalent of 50 ft. 
of steam radiation. 

It will use a little less than one quart 
of oil an hour, the manufacturer states. 
The bottle oil container holds two gallons, 
which gives the range burner a run of 
about nine hours. Burner is equipped with 
a solid casting type oil valve. The bottle 
frame is adjustable for height. 

Dimensions are 7 in. in width, 15 in. 
in length and 14 in. in height. 









DIMENSIONS 
7” WIDE 15° LONG 
14” HIGA 
NOTE 
OIL VALVE IS 
A SOLID CASTING 
FRAME ADJUSTABLE 

FOR HEIGHT 
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Store Ladders 


The ceiling type, shown below, is 
a popular number. 
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Two of the many styles are shown 
above. 














Whether for your own use or for resale the R-W line of store 
ladders has many advantages. 

There are styles, designs and finishes to efficiently meet the 
requirement of any store or warehouse. : 





Write for full information. 


Richards-Wilcox Mfg. ©. 


AURORA, ILLINOIS, U.S.A. 
Branches: New York Chicago Boston Philadelphia Cleveland Cincinnati 








“ Quality leaves Indianapolis St.Louis New Orleans Des Moines Minneapolis Kansas City 1880 /1930 
tts imprint Los Angeles San Francisco Omaha Seattle Detroit Atlanta 93 
Richards-W ilcox Canadian Co., Ltd., London, Ont. Montreal Winnipeg 
SRR HARARE SE Fe 
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GENERAL MARKET 
NEWS of THE 


WEEK 








Bank Clearings Show Loss 
Of 7.3 in Yearly Comparison 


3ank clearings in the United States 
for the week ended April 17, as reported 
to Bradstrcet’s Journal, aggregated $11,- 
615,634,000, as against $11,326,480,000 last 
week and $12,536,636,000 in this week 
last year. There is here shown an in- 
crease of 2.5 per cent over last week, 
but a loss of 7.3 per cent from the like 
week of 1929. Canadian clearings aggre- 
gated $312,380,000, against $274,872,000 
last week and $343,209,000 in this week 
last year. 


Freight Loadings Increase 
for Week and Decline for Year 


Loading of revenue freight for the 
week ended on April 12 totaled 911,310 
cars, the car service division of the 
American Railway Association announced 
recently. 

This was an increase of 3382 cars over 
the preceding week, but a reduction of 
61,842 cars below the same week in 1929 
and a reduction of 1349 cars under the 
same week in 1928. 


Week’s Price Average Was 
90.7 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on April 20 that wholesale 
commodity prices for the week ended 
April 19, and based on Dun’s quotations, 
averaged 90.7 per cent. 

The March average was 90.8 per cent. 
The purchasing power of the dollar was 
110.3, on a 1926 basis of 100 cents. The 
March average was 110.2 cents. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
83.2. The March average was 82.8. 

The Italian index on the revised 1926 
basis for the week ended April 12 was 
66.2. ” 


Unseasonable Weather 


Retards Hardware 
Demand 


New York, April 30.—Unseason- 
able weather in some sections of the 
country has temporarily retarded 
the nation’s hardware demand, ac- 
cording to recent reports from lead- 
ing market centers. In other sec- 
tions, where weather conditions are 
more favorable, seasonable mer- 
chandise continues to move in 
healthy volume. 

Prevailing conditions are show- 
ing some improvement and pros- 
pects for the future are considered 
somewhat brighter. Future orders 
are being booked for fall delivery 
in some Winter lines, and the ad- 
vance requirements being ordered, 
denote an optimistic dealer attitude. 

While prices are showing an easier 
tendency in scattered instances, 
quotations generally are fairly 
steady and show little fluctuation. 

The credit situation has a some- 
what “spotty” character, as collec- 
tions are satisfactory in some mar- 
ket sections and rather slow in 
others. Improvement in most trade 
territories has been reported re- 
cently. 





Building Contract Volume 
Highest in Five Years 


3uilding contracts awarded during the 
first quarter of this year established a 
record for the past five years, according 
to information just received at the De- 
partment of Commerce, it was announced 
by Secretary Lamont. 

Contracts for public works and utilities 
during the first three months represented 
a combined value of well over $303,000,- 
000, an increase of 55 per cent over the 
first quarter last year, and well ahead of 
the corresponding periods of the four 
preceding years, the Secretary said. 


“These figures, as regards public con- 
struction,” it was stated, “show conclu- 
sively the results of the stabilization pro- 
gram initiated as a result of President 
Hoover’s conferences with business lead- 
ers and his suggestions to governors of 
the States and public works officials and 
those in all branches of the Federal, State 
and local governments for the ‘energetic, 
yet prudent, pursuit’ of public construc- 
tion,” he declared. 

Awards for public buildings alone, it 
was pointed out, totaled $32,337,000 for 
the quarter, an increase of 33 per cent 
over 1929, likewise establishing a record 
for the quarter for more than five years. 

Hospital and institutional construction 
for the first quarter this year was over 
$30,000,000, an increase of 74 per cent 
over last year. 

The three major types of private con- 
struction fell under 1929, the department’s 
figures show. Commercial building was 
15 per cent less, industrial construction 
17 per cent less, and residential building 
48 per cent less than a year ago. 

Lighting system construction for the 
first three months totaled $20,458,000, 
against $5,864,000 last year, and railroad 
construction was $70,648,000, against $30,- 
973,000. 


Bank Debits Increased 
In Week Ended April 16 


Debits to individual accounts as _ re- 
ported to the Federal Reserve Board by 
banks in leading cities for the week 
ended April 16 aggregated $15,980,000,000, 
or 4 per cent above the total reported for 
the preceding week and 13 per cent be- 
low the total reported for the correspond- 
ing week of last year. 

Aggregate debits for 141 centers for 
which figures have been published week- 
ly since January, 1919, amounted to $15,- 
074,000,000, as compared with $14,565,- 
000,000 for the preceding week and $17,- 
434,000,000 for the week ended April 17 
of last year. 
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PROFITABLE 
Brush a — 


a profits depend on what use you make 















of your time. For instance, you can make 





good profits selling well-built Osborn Brushes 






or you can endanger your profits by attempt- 






ing to compete with price-cutters and sell 






low-quality, low-cost, low-profit items. 






Osborn Brushes are accurately built of the 





highest grade of materials and represent the 






best value you can offer your customers. 






Don't forget that the appreciation of quality 






remains long after the price is forgotten. 






Make your brush business profitable — sell 





Osborn Brushes. 






JHE OSBORN MANUFALTURING LOMPANY 


INCORPORAT: 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 


Sales Branches: New York, Detroit, Chicago, San Francisco, Los Angeles 


a = 


Osborn No. 500 Push Broom is a quick seller. Note 
the large flare of its genuine African Bass fibre. 
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As a general purpose broom it has no superior. 





LOSBOR® 
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ib Good Weather Stimulates Business 
a ‘ ; ’ ; j 
¢ Credit Situation Gradually Improving ; 
(Kansas City office of HARDWARE AGE) | MOPS. 

KANSAS CiTy, May 1.—In response to weeks of excellent weather | 3etty Bright self-wring mop, No. 


» . ° . ° 10, $8.00 loz.; Betty Bright 
for seeding, coupled with the fact that this trade territory was bene- ee, ict Ch” CC 

















fited recently with a good rain, business in all kinds of seeds has | yarts 
taken a jump and is considerably better than it was during the corre- Common wire nails, $3.15 per keg 
sponding period last year. This trade includes all kinds of garden a ee ee Seen 
seeds, blue grass, clover, alfalfa, corn, and, in fact, practically*the | OILS. 
whole line that is in season at the present time. The city as well as ut a te oe ee ee 
the rural sections is represented in the buying. seed oil in steel drum lots, $1.24 and 
: $1.29 per gal., Turpentine, pure gum 
With the advance of the season toward summer weather, several spirits, in steel drum lots, 70c. 
items in general hardware are developing more or less call. Some | RAKES. 
of these are screen wire, which has shown a marked stirring from its Garden rakes, No. B14, best quality, 
‘ we ° $11.52 per doz.; No. 114, good quality, 
inactivity of a few weeks ago; lawn mowers, sales of which are $6.30 per doz. 
augmented by the fact that dealers are anticipating their later | sagsy wEIGHTS. 
needs; and garden hose. In one-ton lots or more, $1.70 per 
In the tool line, hammers and saws and other carpenters’ needs | GWT: im less than ton lots, $1.80 per 
have picked up. A lot of this trade is coming from the average man, SCREEN WIRE 
not from carpenters only. This fact tends to hold up volume in ee er ee 
| Galvanized, 12 mesh, $1.70; Galvan- 
general hardware. : Z 7 , ‘ ized, 14 mesh, $2.10; Bronze. 14 mesh, 
Tennis racquets are approaching a brisk selling period while golf- $6.00; Copper, 14 mesh, $5.60. 
ing equipment is holding its own. SCREWS. 
While the credit situation is not to be considered of the best, it is Flat head, bright screws, 45-20 per 
. . * a os cent off list; round head, blued 
not discouraging, and at present it appears that it is gradually be- screws, 10-15 per cent off list; flat 
* - head brass screws, 37%-15 per cent 
coming more satisfactory. off list; round head brass screws, 
32%4-15 per cent off list. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | SEEDS 
~ r | 7 
RETAILERS, F.O.B. KANSAS CITY. Kentucky Blue Grass, per 100 Ib., 
AMMUNITION. $1.85. Enameled silk line, 100 yards, | $1930? Royal’ $2000" eee Fancy: 
re . } 23-lb. test, $2.65; 16-lb. test bait cast- Alfalfa Prime. $18.5 Choice 
Well known good quality car- ing line, 100 yd., $2.15. $21.00; Fancy, $23.00; hal, $24.50. 
tridges, .22 short, $2.98 per thou- | (Kansas Grown.) i ae 
Se tae ate oc on ni «=| GARDEN WOSE. ted Clover, Prime, $15.50; Choice, 
32 long rifle, $4.75 per thousand; .32 $17.50; Fancy, $19.50; Royal, $21.50 
short, $8.05 per thousand; .32 long, } Best quality moulded, % in., $9.00 Mammoth $1.00 per 100 Ib higher . 
$9.26 per thousand. | per 100 ft.; 3% in., $10.50 per 100 ft. "I Suact Clover Prime, $6 35: Choice 
Shot shells, good quality, 12 ga., Good quality, %, in., $6.50 per 100 ft.; $7.00: Fancy. $7.50; Royal "38/00 The 
fe., $31.67 per thousand; 16 ga., 6e., 5g in., $7.25 per 100 ft.; % in., $8. 50 above aaa with white flower. Yellow 
$30.50 per thousand; 20 ga., 6c., $29.67 | per 100 Tt. flower 75 cents per 100 Ib higher 
per thousand. ; : e ‘ 
| GARDEN PLOWS. SHEETS. 
AXES. : No. 9, $12.60 each; No. 17, $2.75 | Galvanized sheets, 24 ga., per cwt 
First quality, 3% to 4% Ilb., with- each; No. RC12 combination plow, $4.75 base; 24 ga. one-pass, cold- 
out handle, single bit, $14.90 per doz.; $12.75 each; Easy garden raiser, 8% rolled, $4.05; 10 ga. blue annealed 
double bit, 3 to 4 lb., $19.35 per doz. in., $5.80 each; 10% in., $6.10 each: base $3 60 , P 
— first , quality axes, — . No. RC5 plow, single lots, $2.75 each: | >, .60. 
314 . single bit, 9.25 per doz.; lots of 6, $2.65 } “Ife x] 
ib., $19.85 per doz; 414 Ib. single bit, ee | SKATES, ROLLER. 
$20.45; double bit, $24.25 per doz. HOES. Winchester er skates, Nos. 3831, 
" : } 3832, 1631, $1.5 
BUILDERS’ HARDWARE. No. CROA, best quality, $11.64 Union Hardware roller skates, No. 
doz.; No. XG067X, good quality, $9.60 6D, $1.75; No. 5M, $1.65; No. 130L 
Case lots of 24% x 2% steel butts, doz.; No. LY5, good quality, $7.20 $2.11; No. 130M, $1.98. : 
old copper and dull brass_ finish, doz. Chicago roller skates, No. 181, $2.65: 
$16.75 a hundred pair; 3% x 3%, $17 No. 183, $2. 75; No. 185, $2. 75; No. 101, 
a hundred pair; 4 x 4, $23 a hundred LAWN GOODS. $1.35; No. 103 and 105, $1 40. 
pair; oe steel bevel — note. L. R. Nel Me Cc — . er 
case lots, $5.00 per doz.; stee t- 4. - Nelson g. 0. - products, TINY 
keyed front door feets. $17.00 per doz. ~ lawn sprinklers: Whirling Fairy, rTENNIS RACQUETS. 
sets; wrought bronze metal, $2.90 per $13.50 per doz.; Garden Fairy, $16.00 Best grade, No. 17B, $9.75 each; 
set; cylinder front door sets, wrought per doz.; Crown, $6.80 per doz.; good quality, No. 37A, $5.75 each; No. 
bronze metal, $6.00 per set. Crescent, $6.30 per doz.; Cricket, $8.00 15A, $3.50; competitive, No. 13E, $2. 70; 
per doz.; Flaring Rose, $4.80 per doz. No. 13A, $1. 40. 
CARRIAGE AND MACHINE BOLTS. Nozzles, Rain Boy, $4.00 per doz.; 
: Peoria, $4.00 per doz., Perfect Clinch TIRES 
Small carriage, rolled thread, 50- couplings, $2.00 per doz.; Perfect Z 
10-10-5 off list; small carriage cut Clinch hose mender, 84c. per doz.; Mansfield automobile, covered by 
thread, 50-10-5 off list; large carriage Corrugated hose coupling, $1.30 per standard warranty, 30x 3%, oversize, 
eut thread, 50-10-5 off list: small doz.; “Snap” coupling, $1.95 per doz.; heavy duty cord, rye cl., $5.12; 31 og 
machine rolled thread, 50-10-10-5 off brass mender tube, 37c. per doz.: 4, $9.45; 32 x 4, $10. 33 x 4, $10.5 
list; small machine cut, 50-10-5 off hose clamps, brass, 33c. per doz. 32 x 4%, $13. 61; 33 s “ie $14. 18; 33 J ¥ 
list as of April 1, 1927. “Doo-Klip’ Grass Shears, $10.80 5, $21.15; Balloon, 29 x 4.40, regular, H 
per doz.; “Doo-Klip’ Long Handled $6.48; 30 x 4.50, $7.22; 30 x 5.25, $11.90; t 
FISHING TACKLE. oes Shears, es) ver doz.; ‘‘Doo- na Pgs : a & 6.00, 16. 55; 33 i 
Rods, split bamboo fly rod, No. lip’? pruners, $10.80 per doz. ae 79: arte mG he Fy i 42 ees: 
97%, $5.60 each; No. 3097, $3.95 each; MILD STEEL BARS 32 x 6, $25.32: 36 x 6, 10 ply, $36.70: 
No. BBC46GG steel bait casting rod, “! 34 x 7, $47.37; 40 x 8, 12 ply, $72.14. 
$1.49 each. Best quality No. 275, cork Bars, shapes and small angles, (All foregoing prices subject to 10 i 
grip, agate guides, in from 4 to 5% $3.56 per cwt. base; structural sizes per cent trade discount.) 4 
ee wie 9 a , : _ 20 Png w" = aoe owt. He steel 
No. good quality, level wind- ands, - an ighter, 4.21 per / 
ing, anti-backlash reel, $5.65 each; ewt.; steel hoops, $4.66 per cwt.; re- WALL PAPER CLEANER. y 
No. 1893 level winding, $3.35; No. 12 inforcing bars, $3.40 per cwt.; cold Absorene, in case lots of 10-lb. , 
level winding, anti-backlash, $13.35; rolled round shafting, $4.16 per cwt.; | pails, $5.40 per case; 1-Ib. cans, $9.00 





No. 100 level winding, $3.35; No. 223, | cold rolled square bars, $4.66 per cwt. | per gross, 











psi Raa 7 
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bE PRY. NE 
INCREASE 
THIS 
YEAR 


New—a “Catch”—Beautiful— 
Goes in the pocket—Rugged. 
A great utility—All quality. 
Selling Now, like hot cakes. 
Projects powerful light beam 
600 feet. Uses two ordinary 
flashlight batteries. Carried 
by collapsible bail or handles. 
Sits flat or at any angle to 
burn. Easy to service—l1 min- 
ute. Every portable lamp use. a 


Ask your jobber—TODAY. 






3°4HIGH 


List Price $15° complete 


DELTA ELECTRIC CO. SossBattevies 


MARION, INDIANA e 
Dept. 511 in Canada $ 220 
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ported firm. 


The reduction on manila has stimulated orders for high-grade 
Volume in electric appliances is light; miscellaneous electric 
Fishing tackle, roller skates and base- 


rope. 
accessories are doing better. 


ball goods are among the lively lines. 

ing in volume, although cold, wet weather has done much to post- 

pone outside painting, especially in the northerly territories. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. CHICAGO 


AUTOMOBILE ACCESSORIES. 


Spark Plugs.—Splitdorf for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45¢c. each; Champion Blue- 
Box line, 53c. each; A. C., 53c. each; 
lots of 100, 50c. A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, No. 
$6.50 each. 

Chains.—Nonskid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

Pumps.—Rose, 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 

29 x 4.40, 4-ply, $6.50; 29 x 4.40, 6-ply, 
.40, D. S., $10.17; 
- 30 x 4. 50, 4-ply tire, $7. 25; 
30 x 4.50, 6-ply, $9 69; 30 x 4.50, D. S., 
$10.99; 30 x 4.50 tube, $1.39; 30 x 3% 
extra size tire, $5.71; 30 x'3% tube, 
$1.13. Mansfield-Olym ia tires, 29 x 
4.40, $4.96; 30 x 4.50, $5.51; 30 x 3% 
extra size, $4.41. 


BASEBALL GOODS. 

Slugger bats, $18 per doz.; No. 8 
Champion bats, $4 per doz.; No. 11B 
bats, $7.20 per doz.; No. 4 Junior bats, 
$2 per doz. Goldsmith official league 
balls, $16.50 per doz.; cork-center 
National league No. 1A balls, .$12.75 
per doz.; National practice No. 65 
balls, $6 per doz.; National league 
balls, guaranteed for nine innings, 

5.35 per doz. Goldsmith fielders’ 
gloves, oiled tanned horse hide, $2.75 
each; basemen’s mitts, professional 
models, $21.85 per doz. 


BOLTS AND NUTS. 


Large carriage bolts, cut thread, 
60 per cent discount; small carriage 


3280, 


14% in. cylinder, 


bolts, cut thread, 60 per cent dis- 
count; small carriage bolts, rolled 
thread, 60-10 per cent. discount; 


large machine bolts, cut thread, 60 
per cent discount; small machine 
bolts, cut thread, 60 per cent dis- 
count; small machine bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount; 
lag screws, 60 per cent discount. All 
discounts are from “full case” lists. 


BUILDERS’ HARDWARE. 


Steel butts, 3% x 34: old copper 
or dull brass finish, 84 per doz. 
pair in case lots; less a case lots, 


$1.95 per doz. pair; steel butts, 4 x 4, 





CHICAG 


CHICAGO, April 29.—When ingot copper tumbled from 18 to 14 
cents a pound on the New York market the other day it furnished 
something like a sensation for the hardware trade, although jobbers 
are fortified behind price protection. 
are likely to be affected. Already the discount on copper rivets and 
burrs at Chicago has been changed to 40-10 per cent off the list; 
formerly it had stood steadily at 30-10 off. 

Adverse weather is still retarding the full tide of spring business. 
One-third of the new year has gone without anything like a rush; 
however, spring sporting goods are moving in good volume and a 
number of other lines are active enough. 

Wire cloth continues in strong demand; one of the leading makers 
has advanced prices about 10 per cent; the general market is re- 





(Chicago office of HARDWARE AGE) 


All items of copper content 


Paints and oils are increas- 


old copper or dull brass finish, $2.44 
per doz. pair in case lots; less than 
case lots, $2.68 per doz. pair. Heavy 
steel, bevel, inside sets, $5.00 per doz. 
sets in case lots. Steel, bit-keyed 
front door sets, $1.25 per set; wrought 
brass, bit-keyed front door sets, $2.25 


per set. Cylinder front door sets, 
$5.00 per set. 
CHAIN. 


1-in. proof coil chain, $11.00 cwt., 
base; trade-marked coil chains, 40-10 
per cent off list. 


COPPER RIVETS AND BURRS. 


Copper rivets and burrs, 40-10 per 
cent off list. 


ELECTRICAL AND RADIO GOODS. 
Electrical Merchandise.— No. 14 
rubber covered wire, $6.35 per 1000 
ft; in less than 1000 ft. lots, $6.60; 
18 lamp cords, $11.25 per 1000 ft.; 
~~ "1000 ft. lots, $10. 50; %-in. brush 
brass key sockets, 13c. each; lots of 


25, 12%c. each; two-way (Hemco) 
plugs, 30c. each; in lots of 10, 20c. 
each; two-piece attachment plugs, 


5e. each; dry cells, boxes of 55, 32%4c. 
each; less than case lots, 36c. each. 
Electrical Appliances.—Irons, Hot 
Point, $4.20; in lots of six, $3.90; 
Sunbeam, $5; in lots of six, $4.75; 
Percolator, Universal 9169, $15.20. 
Radio Supplies.—Radio B batteries, 
D779 E, $1.40 each; in case lots of 5, 
$1.30; No. 770, $3 each; packages of 
5, = 80; No. 772, $2.06 each; packages 
$1.92; No. ‘486, we 20 each; pack- 
<a of 5, $2.97; 485, Layerbilt 
battery, less than aaeeaee packages, 
$2.22 each: in original standard pack- 
ages, $2. 06 each. 


Radio Tubes.—UX-201A, 75c.; UX- 
199, $1.20; — 227, $1.50; UG- 171A, 
$1. 35; UX-250 $6. 60 gach; Bog 
$2.10 each; UX- 224, $2.4 
410, $4.80 each; 422, 40: 424, er 30: 
427, $1.20; ye $1.50; 450, $6; 480, 
$1.50; 481, $3.9 


FISHING TACK LE. 


Bronson Lion level winding reels, 
$1.35 each; Union level winding reels, 
No. 7225, $1.25 each; Meisselbach 
reels, assorted colors, $3 each; South 
Bend level winding, anti-backlash 
reels, No. 50, $3.65 each; No. C2800 
quadruple multiplying reels, $8 per 
doz. Two-piece Japanese bamboo 





Adverse Weather Retards Current Business 
Spring Sporting Goods Are Quite Active 


9 ft., $4.35 per doz.; three-piece, 10 to 
12 ft. $5.15 per doz.; Heddon’s No. 
9 “Muskie” rods, $11 each; Heddon’s 
No. 6D rods, $10 each; Heddon’s No 

2% rods, $4. 80 each; Montague split- 
switch casting rods, $3.60 each. 
Gladding’s “Invincible” silk line, 18- 
lb. test, $2.35 per 100 yds.; 24-lb. test, 
$2.75 per 100 yds.; Newton’s ‘Ace 
Supreme”’ waterproof casting line, 
12-lb. test, $1.35 per 100 yds.; 15-lb. 
test, $1.40; 18-lb., $1.75; “Old Re- 
liable’’ braided cotton line, 84-ft., 
70c. per doz.; size 4, 75c. per doz.; 
size 3, 90c. per doz. ‘‘Lucky Day” 
tackle boxes, 1@-in., $3.15 each; 21-in., 
$3.65 each. 


GARDEN HOSE. 

Molded garden hose, aaah braid, 
5-in., 7¥%c. per ft.; %-in., 8c. per 
ft.3 double braid, & - in., Se. per ft.; 
%-in., 9c. per ft.; red “hose, 56- in., 
9c, per ft.; %-in., 10c. per ft 


HANDLES, AGRICULTURAL 


Hay and manure fork handles, 
strapped and capped, X grade, 4-ft., 
$5 per doz.; 4%4-ft., $5.50 per doz.; 
XX grade, 4-ft., $6.50 per doz,; 4%- 
ft., $7 per doz.; garden hoe handles, 
4\,-ft., X grade, $2.75 per doz.; gar- 
den rake handles, 5%-ft., X grade, 
$3.60 per doz.; regular pattern shovel 
handles, 4% ft., X grade, $4.25 per 
doz.; regular D shovel and scoop han- 


dles, X grade, $4.90 per doz., with 
IDL top, $4.50 per doz. 
LAWN MOWERS. 
High-wheel, 5-blade, 16-in.,. ball- 
bearing lawn mowers, $10.75 each; 
high-wheel, 4-blade, 16-in., _ ball- 


bearing lawn mowers, first quality, 
$9 each; second quality, $6.50; second 


quality, 9-in., 4-blade, ball-bearing 
lawn mowers, $6; second quality, 
8-in., $5.75. 


NAILS AND WIRE. 


L.c.]. quantities, common wire and 
cement coated nails, $2.85 base, car- 
loads on application; steel cut nails, 
$4 base. No. 9 black annealed wire, 
$3.45 per cwt.; No. 9 galvanized, plain 
wire, $3.90 per cwt.; catchweight 
spools, galvanized cattle or hog wire, 
$3.75 per cwt.; polished fence staples, 
$3.55 per cwt. 


PAINTS AND OILS. 


Linseed Oil, Raw.— Barrel lots, 
$1.16 per gal.; 5 barrel lots, $1.13 
per gal. 

Linseed Oil, Boiled.—Barrel lots, 
$1.19 per gal.; 5 barrel lots, $1.16 
per gal. 

Denatured Alcohol. — Barrel lots, 
63c. per gal.; steel drums, extra, $10; 
returnable. 

ee lots, 66c. per 
gal., net 

White Lead.—100 Ib. kegs, $14.25 
per cwt.; 50 Ib. kegs, $14.50 per 
cwt.; 25 Ib. kegs, $14.50 per cwt.; 
12% th. kegs, $14.75 per cwt.. 

Shellac (4 lb. cut):—White, $2.48 
per gal. in barrel lots; orange, $2.08 


per gal. in barrel lots; second grade, 
— $2.17; second grade, orange, 


English Venetian Red.—In barrels, 
ke ec. per lb.; in 100-lb. lots, 6%c. per 


— Paste.—Barrel lots, 7%4c. per 
b. 


POULTRY NETTING. 
Poultry netting, galvanized before, 
631%, per cent off list; galvanized 

after, 60 per cent off. 


ROLLER SKATES. 

Union line: No. 5, in 12-pair lots, 
$1.35 each; No. 6, $1.45. Chicago line: 
No. 101, in 12-pair lots, $1.30 each; 
No. 103, $1.40. Winchester line: Nos. 
3831, 3832 and 1631 (junior), in 12-pair 
lots, $1.30 each. 


ROPE. 


Best pure manila rope, 20 to an ve. 
per lb., base; No. 2 manila, 18 
20%e. per Ib., base; best pure Sanat 








poles, $1.65 per doz.; three-piece, 8 to 
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rope, 15c. per Ib., base. 
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No. 817 Two-Door Trolley Garage Set 








National 
makes hardware to 
serve every building 
purpose—a complete 
line. The items be- 
low are all big sellers: 





Exclusive features in 
these sets have created 
the demand 


HERE is nothing experimental about 

these Garage Sets. The practicability of 
their design and construction has been 
demonstrated in the years they have served 
the trade. 


There is a special type of garage set in the 


Natienal 


line of hardware designed to fulfill the re- 
quirements of any type of door. 


Not only in ease of operation but in sim- 
plicity of installation have these sets had 
strong selling appeal. They are exception- 
ally high grade in every particular—and 
look it. The building season is here. Check 


up on your stock. 


Every National dealer is 
an enthusiastic booster. 
Write for further 


information, if desired. 


SLIDING DOOR HANGERS wocuan>>- 
SLIDING DOOR RAIL 
GARAGE HARDWARE m 
DOOR LATCHES N l 
SCREEN HARDWARE ationa 
STRAP AND TEE HINGES . 
HALF SURFACE BUTTS M f 
MORTISE BUTTS anu acturing 
ORNAMENTAL HINGES 
CUPBOARD TURNS Company 
SASH LOCKS 
SASH LIFTS No. 855 Swivel STERLING, ILLINOIS No. 853 Trolley 














Trolley Hanger Garage Hanger 
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PITTSBU RG Consumer Demand Shows Increase 
$ Prices Are Generally Unchanged 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, April 29.—Shipments of seasonable goods from local jobbers’ 
stocks are in good volume, but current sales are still restricted. However, the 
quantity of small orders, and the urgent shipments demanded by retailers in 


many cases, indicate that consumer demand is increasing more rapidly than | 


retailers are prepared for in some cases. On the other hand, many retailers | 


are heavily stocked with some items which are not moving very well, and with 
collections very poor the tendency to maintain light stocks is marked. Farm, 


$98.16; assortment No. 2, $59.95; as- 
sortment No. 3, $28.73. 

Koppers Velvet Lawn fertilizer, 
334, per cent off retailers’ selling fig- 
ures, 

Loma fertilizer, per case of 24 1-lb. 
cans, $3.60; per case of 12 5-lb. cans, 
$5.04; per case of 10 10-lb. bags, $7. 


| HOUSE CLEANING SUPPLIES. 


garden and lawn goods, house cleaning supplies, roofing, paints and screen wire | 


cloth are in good demand just now, and activity persists in roller skates. Jobbers 
are very disappointed in the failure of building hardware to gain momentum 
this Spring, as last year was also a poor one for this line, and retailers’ stocks 
were not moved in many cases. 

Among the brass and copper products which have reflected the decline in 
raw copper prices are brass screws and copper sheets. Other items into the 
manufacture of which copper and brass enter may be expected to be adjusted in 
a short time. Otherwise, prices are generally unchanged, and quotations on 
bolts have become firmer in the last few days. 

Steel mill operations in this district have improved slightly at some points, 
but the general average has not changed materially. Improved tonnage releases 
on sheets, strips and cold-finished bars have resulted in slightly heavier schedules 
in the Valley district, and Pittsburgh mills are taking heavier orders for 
structural steel and reinforcing bars. Tin plate specifications have also held 


up fairly well, but are expected to improve when crop prospects are more | 


clearly defined. Prices on steel products still reflect the weakness which usually 
accompanies light demand, but some stabilization has been effected in wire nails 
and other merchant wire products. In other lines recently established minimum 
quotations are holding fairly well to the trade in general, although large buyers 
continue to press for further advantages. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS. F.O.B. PITTSBURGH. 


AUTOMOBILE TIRES AND TUBES. | elt igh Mi Ee oat ig 9c. = aot i. 50 ft. 
aR sngths co od, % e 1igher; 
one a tire os esi; 30 xb ty nozzles, Gem, $5.50 per doz.; Dia- 

9 x 4.40, : € rs | mond, $4.50 per doz.; Nelson Spray, 


37.25; tubes, §1'39. 29 x 4.75, $8.39; 
ary $1.46; 29 x 5.00, $8.66; tubes, | 
$1.5 30 x 5.00, $8.94; tubes, $1.54: 
31 “ "5.00, $9.33; 58 32 x 5.00, | 
$10.32; tubes, BS x a $9.73; menders, 80c. per doz.; hose nipples 
saa og “¢ 3 * Pia: $10.43; ie gh per doz.; hose adapters, $2.25 
40s e s, +409, | ate 7 

29 x 5.50, $11. 10; tubes, $1.95. ii | oe Doo-Klip grass shears, 
. age 6-ply, 30 Sere — u “a $10.80 per doz.; Doo-Klip long han- 
$2.03 30 ss a ibes $1.99: S dled grass shears, $18 per doz. 

31 x 6.00, $14.57; tubes, 9! Sraners.iioo-ilip praners, $20.00 


$4 per doz.; Giant, $3.25 per doz.; 
reels, $1 to $4 each; Perfect hose 
couplings, $2 per doz.; Sherman hose 
couplings, $1.40 per doz.; Perfect hose 








6.00, $14.84; tubes, $2.06; 32 x 6.00, per doz. 
$15.36; tubes, $2.18. Sprinklers.—Crown lawn sprinklers, 


BOLTS, NUTS AND RIVETS. 
Bolts.—All styles except stove and 
tire bolts per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 


$6.50 per doz. 
igi Cans. —-Galvanized 
sprinkling cans, 4-qt., $5.75; 6-qt., 
All 


! 
| 
| 
$7 per doz.: Crescent lawn sprinklers, 
| 
| 
| $6.50; S-qt., $7.50; 10- at., $8.40. 

! 





eent off list; tire bolts, 60 and 10 per | prices per doz. 
cent off list. | Manure Forks.—Long handle, first 
‘ere All styles, 50 per cent off quality, $15.24 per doz.; second 
lis | quality, .68 per doz.; third qual- 
Rivets. —Larger, $3.50 base per 100 ity, $11.25 per doz. 
pieces; small wagon and tinners riv- Spading Forks.—No. 84, $10.80 per 
ets, 60 per cent off list. doz.; No. 72, $14.28 per doz, 
Field WHoes.—Riveted blade, $5.16 
BRASS SCREWS. per doz.; socket blade, first quality, 
Flat head screws are now quoted $10 = doz.; second quality, $9.50 
g 2% x cent off list, and round per doz. os 
et ee tt per cent, subject to the | Weeding Hoes. One prong, $4.32 
sual extras. per doz.; two prong, $4.80 per doz.; 
eee tee a two prong extra quality, $6.50 per 
BUILDERS’ HARDWARE. i. Seep 
Plated | butts, antique 2 in ‘i Cultivators. Invincible, thre e 
rote oe ain, "171 re revel ae prong, $6.75 per doz.; five prong, $9.60 
per Pp ‘on 2 a“ = per doz. 
23 Se ee | Steel Garden Rakes.—11-tooth, $5.65 
Inside Lock o -—He a Res be Dall | per doz.; 16-tooth, $6.15 per doz. 
sign, steel, $4.5 * UE. Perfection Garden Rakes.—14-tooth, 
a . "Sets “to Match.—Steel, | $8.75 per doz.; 16- x $9.25 od doz. 
as >t | Bamboo Lawn Rakes. — Common, 
$1.40 per set; bronze metal, $2.60 per $3.60 per doz.; extra quality, $6 per 
set. 
Store Door Handles to Match.- “oo Cultivators. Standard, 
Steel, $3.00 per set; bronze metal, $5.50 each; Perfect, $6 each, 
$6.00 ‘per set; cylinder $9.00 per set. "May “Carrers.—Reversible type, $7 
Mg bngches, Pag nage aa oR | each; pongo _ Track for same, 
Zs ’ A . oth, "9 
95 9 ’ $17.25 per 1( t 
$11.25 per doz.; No. 42, $12.50 per Hay Forks.—Double harpoon type, 
one. $1.75 each; single harpoon, $3.50 each. 


RM, GARDEN AND LAWN GOODS | ,. 
se: aareen Hose.—250 to 500 ft. coils, FERTILIZER. 
% in., 74c. to 9c. per ft.; 5% in., 8c. Old gardener, 
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Water Softeners. — Desolvo, 12 oz. 
pkg., $2 doz.; 1 lb. pkg., $3 per doz. 

Mops.—O’Cedar, 33% per cent off 
list; cotton, best grade, No. 12, $4.50 
per doz.; No. 2Q, $6; No. 30, $10; No. 
36, $13.50. Second grade, No. 12, 
$2.75; No. 20, $4.50; No. 30, $6.75; No. 
36, $8.40; No. 10 Betty Bright self- 
wringing mop, $8 per doz.; No. 20 
Betty Bright mop cloth, $4 per doz. 

Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20 in., $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8-lb. cans, $6; Old English, 
1-lb. cans, 85c.; 2-lb. cans, $1.70; 
4-lb. cans, $3; liquid wax, Johnson 
pints, 75c.; quarts, $1.40; Old English 
pints, 75c.; quarts, $1.40. Dealers’ 
discounts, 3344 per cent. 

Sponges. — According to size and 
quality, $2 to $9 per doz. Assortment 
of 22 sponges with wire rack, $6 per 
assortment. 

Wall Cleaners. — Smoky City and 
Cleveland, 85c. per doz. cans; Climax, 
$1 per doz. cans; Perfection paint 
cleaner, $3.25 per doz. 

Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 40c. per 








t 

Floor Polishers.—Universal electric, 
$20.65 each, net; hand, $3.75 each; 
Old English, $2.60 each. 

Carpet Beaters.— Justrite, $1.10 
doz.; No. 4, $1.20. 


INSECTICIDES. 


Paris Green.—1-lb. paper, 38c. each; 
kegs, $27.50. 

Bordeaux Mixture.—1-lb. paper, 
26c. each; 100 Ib. kegs, $14. 

Arsenate of Lead.—1-lb. paper, 24c. 
each; 100 Ib. keg, $15. 


ORNAMENTAL FENCE. 


Ornamental Fence.—Style, LX, 36 
in., $6.40 per 100 ft.; 42 in., $7.20 per 
100 ft. 

Style F, 36 in., $8.80 per 100 ft.; 42 
in., $9.60 per 100 ft. 

oe Walk Gate.—36 in. x 3 ft., 
$2.50; 42 in. x 3 ft., $2.60; 48 in. x 3 
r., 2.70; all prices each. 


| PAINTING SUPPLIES. 


| 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14\4c. per Ib. in 
100-Ib. lots; 10 per cent less in lots of 
500 Ib. or more and extra 4 per cent 
less on lots of a ton or more; turpen- 
tine, 68c. per gal. in barrel lots, raw 
linseed oil, 16c. per Ib., in barrel 
lots. 


POULTRY SUPPLIES. 


Incubators.—No. 1, $21 each; se. 2, 
$24.50; No. 3, $22.55; No. 4, $38.50; No. 
16E, $15.75; No. 17E, $21; all ta 
net. 

Brooders.—No. 117, $10.33 each; No. 
118, $12.95; Pa 119, $15.75; No. 80, 
$12.25; No. $12.95; No. 101, $18.55; 
No. 102, $22 ie all prices net. 

Fountains, etc.—Fountains, 25c. to 
$1 each; feeding troughs, 20c. to 85c. 
each; mash hoppers, $1.30 to $2.10 
each. 

Glass Substitutes.—In 100-ft. rolls, 
10%4c. per sq. ft. to the trade. 






ROLLER SKATES. 


Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75c. per pr.; No. 
10, $1.05 per pr.; Nos. 4 and 5, $1.40 
per pr.; No. 6, $1.55 per pr. 

Winslow line, No. 38%, $1.40 per 
pr.; No. 38, $1.55 yl pr.; No. 38, rub- 
ber tire, $2. 50 per 

Winchester line, PNo. 3831, $1.35 per 
pr.; No. 3832, $1.30 per pr. 
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HERE isa greatsalesyear  & 
| ahead of you on these two 
Carborundum Brand Products, 


the No. 57 File and the Aloxite 


Brand Scythe Stone. 


q National Advertising and 


thousands of boosting users have 


v 


og ae - 
< ali made both the most talked of 


products of their kind— 


Q And remember, both are 


backed by the name 


ORDER NOW 


4 FROM YOUR JOBBER “CARBORUNDU M” 


OR DIRECT 


«++ Carborundum Brand Abrasive Products ++. 


REG. U.S. PAT. OFF. 


The CARBORUNDUM Company, Niagara Falls, N.Y. 


CANADIAN CARBORUNDUM CO., LTD., NIAGARA FALLS, ONT. 
SALES OFFICES AND WAREHOUSES IN New York : Chicago: Boston : Philadelphia : Cleveland : Detroit : Cincinnati: Pittsburgh : Milwaukee : Grand Rapids 
The Carborundum Co., Ltd., Manchester, England Deutsche Carborundum Werke, Dusse:dorf, Germany 


( carec RUNDUM AND ALOXITE ARE T REGISTERED TRADE MARKS OF THE CARBORUNDUM COMPANY FOR ITS PRODUCTS ) 
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PITTSBURGH MARKET REPORT (Continued) 


Chapin line, No. 103, child’s skates, 
75c. per pr. 

Chicago line, No. 101, $1.33; Nos. 
103 and 105, $1.43 per pr. 


ROOFING PAPER. 
Battle Axe.— Light 95c.; medium 
$1.15; heavy $1.35 per roll. 
Apex.—Light $1; medium $1.30; 
heavy $1.65 per roll. 


ROOT BEER BOTTLES. 
Root beer bottles with lightning 
stoppers, pint $6.50 per gross; quart 
$9 per gross. 


ROPE. 
First quality manila rope, 22c. per 
Ib. base for % in. and larger. 
Competitive quality manila rope, 
18c. per lb. for % in. and larger. 
Sisal rope, 15c. per lb. for % in. 
and larger. 
These prices are subject to the 
usual advance on smaller sizes. 


SCREEN WIRE CLOTH. 

Black wire cloth, No. 12 mesh, 
$1.55 per 100 sq. ft. Galvanized, 12 
mesh, $1.65. Bronze cloth, 14 mesh, 
$5.50 per 100 sq. ft 





SHEET METAL. 

Zinc is quoted at 11%c. per Ib., 
and copper at 23%c. 

Black sheets, No. 24 gage, in lots of 
1 to 24 bundles, 3.95c. per Ib. 

Galvanized sheets, No. 24 gage, in 
lots of 1 to 24 bundles, $4.60c. per Ib. 

Light plates, blue annealed, No. 10 
gage, in lots of 1 to 24 plates, 3.20c, 
per Ib. 

Blue annealed sheets, No. 13 gage, 
= lots of 1 to 24 sheets, $3.35c. per 


Galvanized corrugated sheets, No. 
28 gage, 2% in., $4.23 per square. 


UNDERGROUND GARBAGE RE- 
CEIVERS. 
Ten gal., $6 each, and 16 gal., $7.50. 


WIRE PRODUCTS. 


Fence Wire 

per 100 lb. Annealed Galvanized 
No. 6 to 9 gage....... $2.75 $3.20 
TE Cebnbseon dbase e 2.80 3.25 
_ ESS | eer 2.85 3.30 
GLUED save xcsiascacsee 2.90 3.40 
STE Skcd sas eee ose 3.00 3.55 
ee | ee ee ee 3.10 3.75 





| ee ee ree ree 3.30 4.05 
_ a. Rae ae 3. 4.25 
Barbed wire (per 80-rod spool). 
BTL TOMIAND. i. ovo 555 000eaceeee 2.6. 

SO Seer s 

Se 2.80 
EE SEEMED a asss ca gwee les ago 2.80 
2-point cattle (special) ......... 2.02 


Field Woven Wire Fence (per 100 





No. 14% gage: 
Poultry and rabbit mesh: 





Steel Fence Posts: 
Galvanized Painted 
Tubular Angle Steel 


BD a ecliaeiwetee BOc. each ......000 
8 See 55c.each 38c. each 
Sari: 65c. each 40c. each 
i ree rrr rt 45c. each 
Bright nails, base, per keg, $2.50. 





NEW YORK: 


NEW YorRK, April 29.—While the aggregate volume of business 
transacted by Metropolitan wholesalers, for the first quarter of this 
year, was less than for the corresponding period of last year, pres- 
ent indications are that the second quarter volume will compare 


fairly favorably with last year. 


Seasonal merchandise is quite 


active at present, largely influenced by favorable weather. 
Despite some increase in building construction during the past 
few weeks, the demand for builders’ hardware and kindred supplies 


is rather light. 


Contracts awarded for the construction of new buildings and 
engineering plants in the metropolitan area amounted to $19,588,300 
in the week ended April 18, according to the F. W. Dodge Corpora- 
tion. This compares with $35,067,900 for the week of April 11 and 
$23,836,300 for the corresponding week of last year. 

Residential buildings led all other types in the last week with 31 


per cent of the total awards. 


Prices are fairly steady and little changed. About the only recent 
change of any consequence was a reduction in the price of both flat 


and round head brass wood screws. 


Two types of platters in glass 


baking ware have been also reduced. Two well known manufac- 
turers of screen wire have established higher prices on galvanized 
and black wire cloth. Local jobbers, however, state that no advances 


to dealers are being considered at this time. 


White lead, in oil, has 


been reduced '4c. per pound and the quantity discount schedule has 


been revised. 


The credit situation continues to retain a fairly satisfactory status. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, F.O.B. NEW YORK. 


FENCE, ORNAMENTAL LAWN. 
100 ft. rolls, heavy type, 36 in., 
$9.90; 42 in., $10.80; 48 in., $12.60. 
Lighter type, 36 in., $7.20; 42 in., 
$8.10; 48 in., $9.00. 
_ Flower Bed Guard.—100 ft. rolls, 16 
in., $4.95; 22 in., $5.85; 28 in., $6.75. 
— Wire.—100 ft. rolls, 18 in., 


Walk Gates.—36 in. x 3 ft., $2.75; 
36 in. x 3% ft., $2.86; 36 in. x 4 ft., 
$2.97; 42 in. x 3 ft., $2.86; 42 in. x 3% 
ft., $2.97; 42 in. x 4 ft., $3.08; 48 in. 
x 3 ft., $2.97; 48 in. x 3% ft., $3.08; 
48 in. x 4 ft., $3.19 each. 

Double Drive Gates.—36 in. x 8 ft., 
$6.38; 36 in. x 10 ft., $7.48; 36 in. x 
12 ft., $8.55; 42 in. x 8 ft., $6.49; 42 





in. x 10 ft., $7.59; 42 in. x 12 ft., $8.60: 
48 in. x 8 ft., 60; in. x 10 ft., 
$7.70; 48 in. x 12 ft., $8.80 each. 


GARDEN HOSE. 

Competitive Garden Hose, % in., 
50-ft. lengths, 8%c. per foot; 25-ft. 
lengths, 844c. per foot; same, n., 
50-ft. lengths, 7c. per foot; 25-ft. 
lengths, 6%c. per foot; 250-ft. lengths, 
6%c. per foot. ‘Good Luck,” %& in., 
25-ft. lengths, 9%c. per foot; 50-ft. 
lengths, 9c. per foot. ‘Bull Dog,’’ 

in., 25-ft. lengths, 13c. per foot; 
50-ft. lengths, 12%c. per foot. ‘Bull 
Dog,”’ in., cord molded, 25-ft. 
lengths, 15%c. per foot; 50-ft. 
lengths, 15%c. per foot. ‘‘Milo,” %& 
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Seasonal Goods Are Quite Active 
Prices on Brass Screws Are Lower 


in., 25-ft. lengths, 9%c. per foot; 
50-ft. lengths, 9%c. per foot. 

Hose Reels.—75 feet capacity, $1.15 
each; 100 to 150 feet capacity, $2.10 
each; 100 feet capacity, $3.40 each; 
150 feet capacity, $4.00 each. 


GARDEN TOOLS. 
Garden Barrows.—$3.85, $5.15, $6.00, 
$6.25, $6.75 and gd each, according 
to size and quality. 
Garden Hoes.—$6.21, $9.99, $10.26, 
$10.53, $10.80, $11.20 and $11.34 per 
dozen, according to quality and size. 
Garden Rakes. — Black _finish, 
teeth, $5.27 doz.; 10 teeth, $5.40 doz.; 
12 teeth, $5.81 doz.; 14 teeth. $6.35 
doz.; 16 teeth, $6.89 doz. Garden 
rakes, painted heads, 12 teeth, $9.72 
doz.; 14 teeth, $10.53 doz.; 16 teeth, 
$11.07 doz. Garden rakes, polished, 
10 teeth, $11.07 doz.; 12 teeth, $11.88 
doz.: 14 teeth, $12.69 doz.; 16 teeth, 
$13.50 doz.; 18 teeth, $14.85 doz. Gar- 
den rakes, steel bow, heavy pattern, 
curved teeth, 12 teeth, $11.88 doz.; 
14 teeth, $12.83 doz.; 16 teeth, $13.77 
doz.; light pattern, straight teeth, 14 
teeth, $12.15 doz.; 16 teeth, $13.10 
doz. 
Spading Forks.—Competitive qual- 
ity, 90c. each. Other types from 
$12.15 to $27.40 per doz. 

Garden Sets.—Prices range from 
$1.20 per doz. sets to $27.46. 


GRASS CATCHERS. 

White duck with heavy iron bot- 
tom, adjustable for mowers having 
reels from 12 to 16 in. wide, $11 per 
doz.; same, adjustable, for mowers 
having reels from 16 to 20 in. wide, 
$16 per doz. 


GRASS AND PRUNING SHEARS. 
“Doo-Klip” grass shears, $10.80 
per doz.; ‘Doo-Klip’ long handled 
grass shears, $18.00 per doz.; “‘Doo- 
Klip’ Pruner, $10.80 per doz. Com- 
petitive grass shears, 5% in. blades, 
25c. each. Good quality, 5% in. 
blade, grass shears, 75c. each. High 
grade grass shears, 7 in. blades, $1.00 
each. Competitive Pruning Shears, 
25e. each. Other Pruning Shears, 
64c., 67c., $1.05, $1.15, $1.20, $1.66, 
$1.83 and $2.50. 


HANDLES, GARDEN TOOL. 

Wood “D” spading fork handles, 
strap ferrule and cap, 85c. each. 
Malleable iron ‘“D” spading fork 
handles, 37%4c. each; same, with 
strap ferrule and cap, 60c. each. 
Rake handles, 5% ft., 29c. each; 6 
ft., 38c. each. Hoe handles, shank 
pattern, 20c. each; socket pattern, 
20c. each. Wood “D’ bent handles, 
spading fork, without ferrule or cap, 
50c. each. Italian grape hoe handle, 
4 ft., 54c. each. 
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THE Smith-Young Tower Building, 
San Antonio, Texas, Atlee B. and 


Robert M. Ayres, A.1.A., architects. 
z 








BELow P 
THIS outstanding structure is 
equipped throughout with Sargent 
Hardware. The general design, 
made especially for this building, 
may be judged by this one item 
illustrated. 





PEDEN IRON & STEEL CO. 
SAN ANTONIO, TEXAS 


GENTLEMEN: 

This will acknowledge receipt of yours of the 4th, enclosing 
copy of the advertisement of the Smith-Young Tower which appeared in "The 
Saturday Evening Post" and "Hardware Age," both inserted by Sargent & Company. 

This advertising is thoroughly appreciated by this Company, 
not alone for its display of the Tower showing that San Antonio possesses one 
of the greatest buildings in the United States, but that this building con- 
tains the most satisfactory and pleasing hardware which we have seen used in 
any building at any time. In fact, the locks far surpass any which have come 
under our observation and Sargent & Company deserves the greatest praise for 
the special design of the lock and its superior workmanship. It is a pleasure 


to us to give credit where credit is due. ‘ 
Very truly yours, 


adiibianhinnaies 


“SARGENT 


iwtinRSe AWD. RARDWARE 


JeY.*KW. 
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NEW YORK MARKET REPORT (Continued) 
ICE CREAM FREEZERS | hooks, $7.20 and $7.80 per doz. ‘‘Little 1 Ib. cans, 18%c. Quantity orders are 
ee Ee = Giant,’’ $5.40 per doz. subject to additional discounts. 
White Mountain, 1-qt., 
each; 2-qt., $2.83 each; 3-qt., j . 7 bs 
each; 4-qt., $4.13 each: 6-qt. | LINSEED OIL. WIRE CLOTH. : 
* each; 8-qt., $6.75 each 10-qt., Linseed oil, raw, per pound: S:ngle First quality, black, 12 mesh, $1.65; 
: galvanized, 14 mesh, 


each; 12-qt., $10.78 each; 15-qt., $12.8 
each; 20-qt., $16.60 each. 
“Auto Vacuum,”’ No. 1 
No. 2, $2.67 each; No. 3, 
No. 4, $4.00 each. 
“Sterling” freezers, 2-qt., $4.50 
each. 





LAWN GOODS. 


“Whirling Fairy’’ sprinkler, No. 17. 
$1.10 each. Ring lawn sprinkler, 8 
in., $6.80 per doz. ‘Peoria’ hose 
nozzles, $4.35 per doz. ‘“‘Rain King”’ 
hose nozzles, $1.00 each. Brass hose 
clamps, % in., % in., or % in., $4.50 
per gross. Steel hose clamps, % in., 
or % in., $3.24 per gross; 1 in., $6.48 
per gross. Clinching hose menders, 
% in., % in., or % in., 85c. per doz. 
Hose couplings, % in., % in., or % 
in., $1.47 per doz. Clinching hose 
couplings, % in., or % in., $2.00 per 


doz. Rubber hose washers, 50c. per 
pounds “Justrite’’ nozzles, $4.00 per 
doz. 
LAWN MOWERS. 
8-inch wheel, 3 blade, plain bear- 
ing, 12-inch reel, $4.50; 14-inch reel, 
$5.00; 16-inch reel $5.25. 8-inch 





wheel, 4 blade, ball’ bearing, 12-inch 
reel, $5.50; 14-inch reel, $5.85; 16-inch 
reel, $6.20. 9-inch wheel, 4 blade, ball 


bearing, open wheel, 12-inch reel, 
$5.85; 14-inch reel, $6.20; 16-inch reel, 
$6.50; 18-inch reel, $7.25. 10-inch 
wheel, 4 blade, ball bearing, 12-inch 
reel, $6.15; 14-inch reel, $6.50; 16- 
inch reel, $6.85; 18-inch reel, $7.75 


10-inch wheel, 5 blade, ball bearing, 


15-inch reel, $12.00; 17-inch reel, 
$12.75: 19-inch reel, $13.25; 21-inch 
reel, $14.00. 11-inch wheel, 5 blade, 
roller bearing, 15-inch reel, $19.00; 
17-inch reel, $20.00; 19-inch reel, 


$21.00; 21-inch reel, $22.00. March 1 


dating is allowed. 


LAWN ROLLERS. 


Plain bearing, 14 in. diam., 24 in. 
length, $8.55 each; 18 in. diam., 24 in. 


length, $10.15 each. Roller bearing, 
24 in. diam., 24 in. length, $14.60 


each; 24 in. diam., 32 in. length, 


$16.50 each. 


LAWN TOOLS. 


Wood lawn rakes, 18 teeth, $5.76 
doz.; 22 teeth, $7.20 doz.; 24 teeth, 
$9.55 and $9.75 doz. Bamboo lawn 


rakes, 18 in., $6 doz.; 24 in., $10 doz.; 
30 in., $14 doz. Steel broom rakes, 
68%4c. each. “Lawn Comb” lawn 
rakes, 18 in., $8.00 per doz.; 24 in., 
$11.50 per doz. Wire lawn rakes, 20 
teeth, 60c. each; 24 teeth, 8214c. each. 

Grass Hooks.—Competitive, $3, $4 


$5 and $5.25 per doz. English grass 


The Hook Scraper 


Hook Scraper Co., 96-85 219th Street, | 








barrels, 15c.; 5 barrels or more, 
14.6c.; carload lots, 14.2c.; tank cars, 


13.4¢. Prices apply to the Metro- 
politan area and include truck de- 
livery of small lots to store door 
within prescribed limits. Tank car 


prices include delivery within a stip- 
ulated zone. 3oiled linseed oil is 
quoted at 4c. per pound additional. 


NAILS. . 
Wire nails, Standard New York 
Stock extras apply to the following 


base prices in the localities indicated: 
Base price for New York City, 
Brooklyn, Queens, Westchester, and 
New Jersey is $3.35 per keg; in Nas- 
sau and Suffolk counties, $3.50 per 
keg. Cut nails, less than 10 kegs, 
$3.90; over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 

Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with self-contained 
ball bearing wheels, $1.42 per pair; 
for girls, $1.52 per pair. 


Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 


per 100 axles, 3c. 


ball bearings, 15c. 
per 100; axle 


each; cotter pins, 15c. 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding 
bolts, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400; for either 
boys or. girls, self-contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 84c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, 2.75; No. 185, 2.40; No. 101, 
$1.45; and Nos. 103 and 105, $1.55 per 


pair. 
Winchester line, No. 3831 or No. 
3832, $1.35 per pair. 
SCREWS. 
Wood screws, flat head, bright 


iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 


ized, 271% and 10; flat head, brass, 
4214; round head, brass, 37%. These 
discounts apply to new _ standard 


screw lists. Full package lots take 
an extra 5 per cent. 
Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-7144 per cent discount. 


WHITE LEAD. 
White lead in oil, 100’ lb. kegs, 
13%c.; 25 and 50 lb. kegs, 14c.; 12% 
Ib. kegs, 14%4c.; 5 Ib. cans, 16%c.; 


WINDOW SCREENS AND SCREEN 


first quality, } 
$2.10; competitive quality, galvanized, 


14 mesh, $2.05; first quality, bronze, 
14 mesh, $5.60; competitive quality, 


bronze, 14 mesh, $5.50; first quality, 
copper, 14 mesh, $5.15. 

Prices are quoted for 100 sq. ft., 
f.o.b. dealer’s store and apply to 
orders of less than 20 rolls. Quota- 
tions are lower on quantity orders. 


DOORS. 


galvanized, 14 mesh 
wire, No. 01, $3.20; No. 1, $6.40; No. 
3, $8.40; No. «4, $9.60; No. 6, $10.40; 
No. 7, $12.40; No. 8, $12.40. All prices 
are net per doz. 

Diamond E. bronze, 16 mesh wire, 
No. 11, $10.40; No. 138, $12.40; No. 14, 
$13.60; No. 16, $14.40; No. 17, $16.40; 
No. 18, $16.40. 


Diamond KE, 


Continental galvanized, 12 mesh 
window screens, window screen 
frames, list prices: No. 1533G, $7.90 


doz.; No. 1824G, $8.20 doz.; No. 1833G, 


$8°70 doz.; No. 2433G, $10.20 doz.; 
No. 2437G, $10.70 doz.; No. 2837G, 
$12.70 doz.; No. 3037G, $14.00 doz.; 


No. 3045G, $15.75 doz.; No. M3636, 
$9.35 doz.; No. M3684, $17.00 doz. 
Continental screen doors, list prices: 
No. 241, 2,6x6-6, $2.85; 2,8x8-8, $3.00; 
2,8x6-10, $3.00; 2,8x7, $3.05; 2,10x6-10, 


$3.15; 3x6-8, 2,10x7, $3.20; 3x7, $3.30 
each. No. 281, 2,6x6-6, $3.02; 2,8-x8-8, 
$3.15; 2,8x6-10, $3.20; 2,8x7, $3.23; 
2,10x6-10, $3.30; 3x6-8, 2,10x7, $3.35; 
3x7, $3.47 each. No. 288, 2,6x6-6, 
$3.52; 2,8x8-8, $3.68; 2,8x6-10, $3.75; 
2,8x7, $3.78; 2,10x6-10, $3.90: 3x6-8, 
2,10x7, $3.95; 3x7, $4.05 eac No. 
288G12, 2,6x6-6, $3.57; 2,8x8, $3.78; 
2,8x6-10, $3.83; 2,8x7, $3.88; 2,10x6-10, 
$3.93; 3x6-8, 2,10x7, $4.05; 3x7, $4.15 
each. No: 313, 2,6x6-6, $3.83; 2,8x8-8, 
$4.01; 2,8x6-10, $4.10; 2,8x7, $4.15; 
2,10x6-10, $4.25; 3x6-8, 2,10x7, $4.30; 
3x7, $4.40 each. No. 314, 2,6x6-6, 
$4.07; 2,8x8-8, $4.15; 2,8x6-10, $4.20; 
2,8x7, $4.28; 2,10x6-10, $4.40; 3x6-8, 
2,10x7, $4.45; 3x7, $4.57 each No 
457G12, 2,6x6-6, $3.30; 2,8x8-8, $3.52; 
2,8x6-10, $3.57; 2,8x7, $3.62; 2,10x6-10, 


2,10x7, $3.78; 3x7, $3.90 
545G14, 2,6x6-6, ; 
2,8x6-10, $6.55; 2,8x7, 
3x6-8, 2,10x7, 


$3.73; 3x6-8, 
each. No. 
2,8x8-8, $6.45; 
$6.67; 2,10x6-10, $6.67; 


$6.88; 3x7, $7.05 each. No. 555G14, 
2,6x6-6, $7.50; 2,8x8-8, $7.70; 2,8x6-10, 
$7.82; 2,8x7, $7.93; 2,10x6-10, $8.10; 
3x6-8, 2,10-7, $8.20; 3x7, $4.40 each. 


For screen doors in other than reg- 
ular crates add 50c. per crate. 

Above prices. on Continental win- 
dow screens and screen doors are 
subject to a dealer’s discount of 50 
per cent. 





movable cutter and is made for odd jobs 


of scraping. 
ers and woodworkers, and is very efficient 


Queens Village, N. Y., offers the trade | 


two very useful models of the Hook 
Scraper for the use of mechanics and 
householders. These tools may be used | 


for work on leather, boat surfaces, cabinet 


work, floors, table tops, etc. 
cutter blades are part of the equipment, 


and they may be resharpened. 


boxes, etc. 
knob. 


Scraper No. 3425 is a double and re- 
versible type, with 2% and 3%-in. removy- 
able cutters. 
adapted for use in scraping floors, boats, 
It has a pistol-grip handle and 
decided 
curve and is designed for rough and fast 
scraping, while the larger blade is only 
slightly curved and is designed for finish- 


This model is 


The smaller blade has a 


‘ng work. 


The Model 25 scraper has a 2%4-in. re- 


especially 


Removable 





It is a useful tool for paint- 


This 


for refinishing worn spots on floors. 


tool may be used for refinishing furniture 


Reading matter continued on page 





and for easing up doors or drawers that 
stick. 









ENLARGED VIEW 
OF 











REMOVABLE CUTTER 


REL eS 
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“61°? Quick Drying Varnish has taken its‘ place with other Pratt 





& Lambert Varnish Products — with dealers, painters and the 








public. Every ean sold helps you realize the value of a popular 





trade mark, products of unvarying excellence and equitable 





. trade policies. 





This four-hour varnish in Clear Gloss. Dull Finish and Colors, is 








worthy of the name “61°? and is bought with confidence because 





that numeral stands for satisfaction. 





Pratt & Lambert-Ine., Varnish, Enamel & Lacquer Makers, 14 Tonawanda Street, 





- Buffalo, N.Y. In Canada: 290Courtwright Street, Bridgeburg. Ontario. 


PRATT &6 LAMBERT -.G2¢ 
VARNISH PRODUCTS — 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, April 29.—With the steady advance of the spring season, there Best grade manila rope, 22c. Ib.; 
is evident a gradual and steady increase in the amount of business in nearly second grade, 1§c, Ib.; best grade 

. A : Soe , ; d de, 
all lines. While cool weather has been delaying some of the activities in many iéige = aTige. th. second gre 
lines, progress in regular spring work is being made. 

There are some indications that building has not progressed as rapidly ROLLER SKATES. 
Union line, extension, web heel and 


Business Shows Gradual Improvement 


Prices, in the Main, Are Holding Firm 


ROPE. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 37% per cent; round 
head brass, 33% per cent from lists. 


SCREEN DOORS AND WINDOWS. 


Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, Con- 
tinental, extension, 24-in., $9.75 doz.; 
Wabash, extension, 24-in., $5.35 doz., 


as it might, had the weather been more propitious. However, projected build- toe straps, plain steel rolls, 75c. per 
ing equals if not exceeds that of last year for a similar time. Construction pair. a ieee 
work in other lines is getting under way, and the home-owner is doing the bell bearing wheels, $145 pr. . Same 
annual spring cleaning, all of which means supplies and equipment, Gardening for ee, woe fat” — ball 
or on agg Ne to pe eek onan; but tools are in demand, and retailers ‘aes tine, No. 18, $2.65; No. 
ave their displays well arranged. 183, $2.75; No. , $2.75; No. : 
There is a marked increase in automobile travel in past few weeks, and tour- vie; 8. SS Oe ee 
ist trade has already started. In the Twin Cities cars from many States, even | SANDPAPER. 
as far as California and several southern States, have already been noted on Best grade sandpaper, No. 1, 98c. 
the streets. Prospects for tourist trade in the Northwest seem very good. per ag gh sheets; second grade, 
Prices are holding firm, showing but few changes during the past few weeks. net, No. 1, $15.68 per ream, net. 
In this week’s prices will be found wire nails, fence wire and solder, with a 
few minor changes on other items. Additional items will be included in future SASH rips AND sib age baci 
reports, enlarging to some extent the scope of articles represented in the list. aa ak ae tor think grade. 
River traffic on the Mississippi River to the Twin Cities has started for the me Ib. nase; net and cast iron sash 
year, the first tow boats arriving at St. Paul on April 3.. Navigation on the weights, $1.95 cwt., net. 2 
Great Lakes to Duluth and Superior will be started about the time this is 
in print. 
The Ford plant at St. Paul added 700 men to its force in March, and April 
production is up to 465 cars per day, with500 daily as the mark for May. 
Other lines show a speeding up, such as road machinery, cement and automo- 
biles. ¥ 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. MINNEAPOLIS AND ST. PAUL. 


AXES. giase Minnesota prices, 83 per cent net. 
Single bi as i : handled rom lists; strictly pure putty, in 50- 
axes” $15.00 MO $16.50;, “aoubls. bit, Ib. steel drums, $5.35 cwt., net. SOLDER. 


$20.00 to $21.50; single bit, handled, 


$19.25: double bit, handled, $24.25 
doz., net. 
BOLTS. 

Carriage and machine bolts, 60 per 
cent; stove bolts, 75 per cent, and 
lag screws, 60 per cent from stand- 
ard lists. 

BRADS. 

Wire brads, in 25-lb. box at 75 per 

cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt $2.80 cwt., net. 


CHAIN. 
Log chain, coppered, % x 14, $1.56; 
5/16 x , $2.11; & x 4, $2.89; = 
colored, 4% x 14, $1.40; 5/16 x 15, $1.8 
% xX u4, $2.54 each; proof coil Be 


% i‘n., $8.78; % in., $16.04; % in., 
$26. 13: 5g in., $41.82 per 100 ft. 
EAVES TROUGH, CONDUCTOR 


PIPE AND ELBOWS. 
~iee trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; Pistia 2 Wied te 3-in., in crates, 
not nested, $5.10; 4- , $7. 15 per 100 


in. ft.; elbows, 3. $1.73; 4-in., 
$2.88 doz. net. 
FILES. 
First quality files, 50 per cent, and 
jobbers’ brands, 60-10 per cent from 
list. 


GALVANIZED WARE. 

Standard galvanized pails, 10-qt., 
$2.70; 12-qt., $2.85 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-in., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 


$8.00; No. 3, $9.35; heavy, No. 
$13.20; No. 2, $14.40; No. 3, $15. 60 
doz. net. 


GLASS AND PUTTY 
Single and double strength A grade 





GRASS SHEARS. 
‘“Doo-Klip’’ grass shears, $10.80 
doz.; ‘‘Doo-Klip” long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 
Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 


LAWN GOODS. 
Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 9%. per doz. 


LAWN HOSE. 

Competition, %-in., 3-ply, 5i6c.: 
Good Luck, %-in., 6-ply, 9c.; Bull 
Dog, %-in., 7-ply, 12%c.; Manhat- 
tan Whipcord Molded, & -in., in 500- 
ft. bales, black, 7ec.; red, 7%c. ft.; 
coupled in 50-ft. lengths, black, 
%-In., $7.30; red, $7.80 per 100-ft., 
net. 


LAWN MOWERS. 


er. aye A, 15- =. +» $18.00; 
17-in., $20.25; 19-in., $22.50; 21-in., 
$25 00° —_ net. 


MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 


NAILS. 


Standard wire nails and cement 
coated wire nails, $2.80 per 100-lb. 
keg base. 


POULTRY NETTING. 
Hexagon, 63% per cent from lists. 


PRUNERS. 


‘“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


Reading matter continued on page 





Warranted half and half solder, 
26%c. lb., and strictly half and half 
solder, 27\c. lb., in 100-Ib. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.65: black steel sheets, 24- 
ga. (base), $3.90. Armco galvanized 
steel sheets, 24-ga. (base), $6.45 cwt., 
net. 


TIN. 
Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 
8 lb., coating, IC, $14.75 box, net. 


TIRES AND TUBES. 


Mansfield tires, 30 x 3%, Liberty 
cord, $4.17. Mansfield heavy duty 
oversize, Liberty, 32 x 4, $7.95. 

Mansfield heavy duty, $82 x 4, 
$10.50. Mansfield double service, 29 
x 4.50, $10.68. — double ser- 
vice, 32 x 5.50, $21.74, 

Tubes, 30 x 3%, “Mansfield, $1.13. 
Tubes, 29 x 4.40, Mansfield, $1.24. 
Tubes, 30 x 3%, Liberty, 90c. Tubes, 
29 x 4.40. Liberty, $1.13. Tubes, 32 
x 6.00, Liberty, $1.99. 


WHEELBARROWS. 

Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 4% ft. ca- 
pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 


WIRE. 
Galvanized barbed cattle wire, $2.81 
per 80-rod special galvanized barbed 
hog wire, $3.00 per 30-rod spool; No. 


9 (base), smooth, galvanized wire, 
$3.40 cwt., and No. 9, smooth, black 
wire, $2.95. 

WIRE CLOTH. 


Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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HARDWARE AGE for May 1, 1930 


BIGGER TIRE PROFITS—MORE 
BUSINESS .. WITH 


MANSFIELDS 









i] Se “ 


MANSFIELD TIRES 







.... The Tire That Really Sells Itself 


OU know the answer to good business .... merchandise 
Va gives absolute satisfaction and pays you not only cash 
profits but establishes for you that greatest of all business 
assets — good will. 


Mansfield Tire users always stick to Mansfields. They don’t 
have to be re-sold. The outstanding quality of Mansfields fully 
merits their approval and confidence. 


The new Mansfield franchise makes possible greater profits 
than ever... You cannot afford to miss the advantages of this 
opportunity to serve your customers and yourself — profitably. 


THE MANSFIELD TIRE & RUBBER CO. . Mansfield, Ohio 


NSFIELD TIRES 


ILES with MANSFIELDS 





MORE 
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from the hardware merchant. 


last year, was generally rainy. 


sonable punch. 
on a grander scale than ever before, because poultry 
well; certain types of batteries are active; grass seed and shears have a size- 
fencing and posts, as well as flower boxes, flower bed guard and 
croquet sets apparently are selling nearly as well as they usually do in April; 
the tardy retailer is laying in supplies of insecticides and sprayers; there is a 
healthy movement of paper-hanger’s tools, etc. Wire cloth has its place in many 
of the orders received by jobbers, and electric clocks are selling better than here- 
Brass wood screws have been reduced five points in cost. 


able call; 


tofore. 


BOSTON: 


Boston, April 29.—April is proving to be a dull month for the retail mer- 
chant, be he a hardware, paint, sports, dry goods or whatnot. 
has averaged too cold to induce the general public to buy goods extensively 
In New England the past week we had in vari- 
ous sections of our States snow (six inches of it in spots), ice (varying from 
a fraction of to an inch in thickness), cold showers and much cloudiness. April, 
April, two years back, was abnormally dry 
and cold. Aprils, durings the past six years, have averaged too unfavorable, 
and retail business has been poor as a result. 

And yet, with the snow, ice and cold, shelf hardware jobbers did a remark- 
ably good business the past week, although everybody says it lacked the sea- 
It is evident that New England is going in for poultry raising 


prices are unchanged. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. BOSTON. 


AUTOMOBILE ACCESSORIES. 


Tires.—Competitive, clincher, extra 
heavy, straight side, 30 x 3%, $5.60 
each, list; 31 x 4, 0; 32 x 4, $10.10. 
Discount 12% and 10 per cent. 

Tires.—Mansfield line heavy duty 
cord, clincher, 30 x 3%, $7.25 each, 
list; straight side, 30 x 3%, $9.85; 31 
x 4, $12; 32 x 4, $12.80; 32 x 4, $13.45; 
x 4%, $17.30; 33 x 414, $18; 34 x 

$18.60; 33 x 5, $23.50. Discount 
4 and 10 per cent. 

Tires. —Mansfield line, truck. 8-ply 
$23.70 each, list; 33 x 
41%, $24.55; 30 x: ©, $28.40; 
$3. 3.70; 35 x 5, $34.50; 10-ply, 


nate 36 x 8, $94.85; 40 x 8, $101, 80, 
Discount 30 per cent. 
Tires.—Mansfield line, balloon, 4.40- 


32 
4% 
12 


/29 
y, 


19, $7.80; each, list; '4.50-20, $8.85 
5.00-19,° $11; 5.25-18, $12.85; 5.25-20, 
$13.25; 5.50-19, $14.10; heavy duty, 
6-ply, 4.40-21, $11.50; 5.25-21, $16.35; 
5.50-20, $17.85; 6.50-19, $22.30; 7.30-20 
$34.50. Discount 12% and 10 per cent. 
Tires. — Mansfield line, balloon, 
double service, 4.50-21, $17.45 = 
list; 5.25-21, $25.45; 6.50-18, $33.7 
6.50-20, $34.50; 6.50-21, $36.15. Dis- 


count 30 and 10 per cent. 

Wash Cloths.—Kozak dry wash 
cloths, 2 doz. to case, with display 
stand, in less than case lots, $24 a 
case list. Discount 33% per cent. 
In case lots, discount 40 per ‘cent. 

Tire Chains.—30 x 3%, $4.50 a pair, 

$5.50; 33 x 


list: 31 x 4, $5.50; 32 x 4, 3 

4, $5.75; 32 x 41%, $6.25; 33'x 4%, 
$6.50; 34 x 4%, $6.75; 33 x 5, $7.5 
34 x 5, $7.50; 35 x 5, $8. Balloon, Ot 
x .. gt 29 x 4.40, $5; 81 x 4.40, 
$5.50; 28 x 4.75, $5.25; 29 x 4.75, $5.50; 
30 x 75 5, $6: “9g x 4.95, $5.50; 30 x 4.95, 
$6; 31 x 4.95, $6.25; 32 x 4.95, $6.25; 
eae oe $6. 50; 34, x 4.95, $6.75; 28 x 
5.25, $6.75; 29 x 5.25, $6.75; 30 x 5.25, 


$6.75; 31 5.25, $7. ‘One to nine pair, 
discount 30 per cent; 10 to 49 pair in 
one shipment, 35 per cent discount; 
50 pair in one shipment, 40 per cent 
discount. 

Clocks.—Westclox line, with plain 
ous $1.50 each net; with luminous 

al, 


BATTERIES. 


— Harvard, six volt 
type, for Ford, Chevrolet and Essex 
ears, Gold Seal, No. 6139J11, 
each, list; Black Seal, 5 
$16.60; Red Seal, No. 6138RJ11, $12. 70. 
Twelve volt type, for Dodge cars, No. 
127GJ, $28.25; No. 127BJ, $21.75; No. 
127RJ, $17.60. Six volt type, for 
Lincoln and other higher priced cars, 
No. 621GJ, $41.50; No. 619BJ, $31.50. 
Discount 40 per cent. 


Automobile. 


(Boston office of HARDWARE AGE) 


April, this year, 


supplies are moving mighty 


Dry cell, in lots of 50, No. 7111, 
each net; in smaller lots, 40c. 
batteries, in units of 5, No. ane —_ 
than unit packages, $2.06 each ne 
unit packages, $1.92. No. “770. a 
packages, $2.80; less, $3. No. 772, 
unit packages, $1.92; 
Dry Cell.— Columbia, in lots of 50, 
32c. each net, freight allowed. Hot 
shot, in barrel lots, No. 1461M, $1.65 
each net; No. 1562M, $1.97; No. 1662M, 


$2.34. In less than barrel lots, No. 
1461M, $1.75; No. 1562M, $2.07; No. 
1662M, $2.45. 
CLOCKS 

Electric—Hammond line, Ravens- 
wood, $9.75 each, list; Colonial A, 
$14.50; Junior wall, white or green, 
$14.50; wall board, brown, $22.50; 


Gothic medel B, $29.50; square wall, 
$30; Cambridge, $32.50; kitchen, white 
or green, $9.75. Discount 40 per cent. 

Westclox Line.—Big Ben, $2.29 each 
net; luminous, $2.98; Ben De Luxe, 
plain, green, blue and old rose, $2.46; 
assortment of blue, green and old 


rose, $7.38, luminous, green, blue and 
old rose, $3.16; Baby Ben, $2.29; 
luminous, $2.98; Baby Ben De Luxe, 
plain, green, blue and old rose, $2.46: 
assortment of blue, green and old | 
rose, $7.38: luminous, green, blue and 
old rose, $3.16; Sleepmeter, $1.40; lu- 
minous, $2.10; America, plain, green, 
blue and red, $1.05; luminous, $1.58: 


Ben Hur, with base, plain, red, green 
and blue, $1.76, assortment of colors, 
$5.28, luminous, $2.46. 


Waterbury Line. — Thrift, in case 
lots of 50, 72c. each clock; Trusty, 
silver alarm, 75c.; New Haven, $2.10; 


Tel Tale square, $1.35; Boston, $2.75; 





competitive, 70c. Tom Tom, in case 

lots of 24, $2.10 each clock. 
CROQUET SETS. 

all, No. AA 

inne), ¥ a set net; No. N, $4.25; 
No. B, $3.40; No. H, $2.80. 

aeodees Sets.— Four ball, No. 

AAW, $4.50 a set net; No. G, $1.60. 


Croquet Sets.—Children’s, four ball, 
$1.08 a set net. 


FENCING AND POSTS. 

Fencing.—Lawn, style F, 36-in., 
$3.63 a rod, list; 42 in., $3.96; 48-in., 
$4.62. Style L, extra, 36 in., $2.64, 
42 in., $2.97, 48 in., $3.38. Discount 
50 per cent. 

Posts.—For line, No. K268, 23c. 
each net; end, No. K271, 48c.; gal- 
vanized line, 6% ft., 67c., 7 ft., 73c., 


Reading matter continued on page 64 








Unfavorable Weather Retards Trade Activity 
Some Seasonal Lines Are Fairly Active 


7% ft., T7ic.; galvanized ideal end, 
714 ft., $3.94; galvanized ideal cor- 
ner, 714 ft., $5.70. , 

Accessories. — Line post driving 
caps, 50c. each net; red top, studded 
tee, 48c. 


FLOWER BED GUARD. 


Flower Bed Guard oy eg x? 16 
in., $1.811%4 a rod, list; 22 14%. 

Trellis.—Style is, extra, is ‘in., $2.31 
a rod, list. 


Discount, 50 per cent. 


FLOWER BOXES. 


Big os" “Boxes.—Painted green, 24 

$10.60 a doz. net; 30 in., $13.90; 

36 in., $20.90. No. 295S, open corners, 

30 in., $9 a doz. net. Success, 19% 

in. $6 a doz. net; 25%4 in., $7.20; 
2914 in., $9 


GRASS SEED. 


Grass Seeds.—Bowling Green, in 100 
lb. bags, 20c. per Ib. net; in 10 Ib. 
packages, 21c.; in one lb. packages, 
25c. Woodlawn shady, in 100 Ib. 
, 23c. per lb.; in 10 lb. packages, 


coca 24c.; in one lb. packages, 28c. Green 
Otherwise meadow, in 100 Ib. bags, 33c. per Ib. 
in 10 Ib. packages, 34c.; in one lb. 
packages, 38c. Kenly Park, in 100 
Ib. bags, 12c. 
INSECTICIDES. 

io.—Harv . Bug Death.—In 1 lb. containers, 
PP gs ig Poe og gnet Seal be 1 $1.64 a doz. net; in 5 lb. containers, 
Seal, $15.50. Discount’ 40 per cent. $6.63; in 12% lb. containers, $15.75; 

Pp in 100 lb. containers, $8.88 each 


Pyrox.—One lb. jars, in 100 1b. lots 
$7.80 per 100 lb.; in lots of less than 
100 Ib., $8.04; in 5 Ib. drums, 
lots, $15, small lots, $15.60; i 
drums, large lots, $13.50, small lots, 
$14.50; in 25 Ib. drums, large lots, 
5 small lots, $21.20; in 50 Ib. 
drums, large lots, $8.75 a keg, small 
lots, $9.25; in 100 lb. drums, $12.50. 
Foregoing prices are for not less than 
crate lots. Less than crate lots; 1 Ib. 
jars, 331%4c. each; 5 lb. drums, $1.30; 
10 Ib. drums, $2. 35; 05 lb. drums, $5.30. 

Insecticides. —Powdered white hel- 

lebore, in 4 lb. containers, 48c. per 
Ib. net; % Ib. containers, 35c. per ™ 
1 Ib. containers, 27c. Bug death, 
1 lb. containers, $1.44 per doz. name 
in 3 Ib. re, = 75; in 5 lb. con- 
tainers, $5.62; in 12% Ib. containers, 
$13.50; in 100 ib, containers, $7.50 
each. Black Flag, liquid, half pints, 
35c. each; pints, 60c.; in powdered 
form, F  oae 10c., small, 15c., medium, 
0c. In-A-Minute, small, $3 per doz. 
net. 


PAPER HANGERS’ TOOLS, ETC. 


Trimmers.—Base, Lamson & Good- 
now, No. 60, in half doz. lots, $4 a 
doz.; No. 50, $4. 

Knives. — Murphy, square, ono: Ss 
$4.50 a doz., list; round, No. $4.50. 
Discount, gross lots, 40 per BM. less 
than gross lots, 331% per cent. Wall 
scraping, Universal, 3-in., No. ae 
$6.50 doz. net, No. 100, $4; U. S. 
Cutlery Co., No. 153, $4; Bridgeport, 
No. 129, $1, No. 125, 3% -in., $1. 

Rolls.—Standard ‘makes, Pe a doz. 
net. 


Shears.—Putnam, 10-in., No. 501, 


$10.80 a doz. net; No. 751, $12. Acme, 
10-in., $4.50, 12-in., $6, 14-in., $8. 
Wall Paper Cleaners. —JIn lots of 


less than 3 doz., $1.30 a doz. net; in 
lots of 3 doz. and more, $1.20. 


POULTRY SUPPLIES. 


Incubators.—No. 40, $1.75 each net; 
Style E, No. 14, $11.50; No. 16, $19.25; 


No. 17, $25.73; No. 1, $16.25: No. 2, 
$31.15; No. 3, $40.43; ‘No. 4, $47; No. 
5, $74.90. 


Brooders.—Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity. $14; 
No. 80, 350 chicken capacity, $13.20; 
No. 81, 500 chicken capacity, $15.05: 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 500 chicken 
capacity, $15.05; No. 119, 1000 chicken 
capacity, $18.55. Electric burners, No. 
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INBUAIRY & POULTRY SupPuics. 
FEDERAL sno Jempre Srs 


PORTLAND, ME. 





WHITNEY BUILDING 





April 14, 1930 


Rugg Mfg. Co. 
Greenfield, Mass 


Gentlemen: - 


Please ship us:- 





12 Dozen #41 Kleen Sweep Lawn Rakes 





Also, 2 " 440 Small Size Rakes 





Like sample sent us. 








It looks to us as if this little rake might prove to be quite a 
g00d seller for the purpose for which it is intended. The one which 
you sent us for a sample had not been Opened five minutes before it 
was purchased. [If we had not already purchased what rakes we thought 
we would require for our Spring business before seeing your samples 
we could have @lven you a much larger order, 

Yours very truly, 


DIC s.H, Whitney :¢ KENDALL & WHITNEY 


This letter is just one of many we — 
received regarding our new line o 
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EN SWEEP 
LAWN RAKES 


Tiyan Vind fais hour 

















if No. 42 
\ 4. More Teeth 4. Longer nl Little Brother | 
: 5. Better 11 Teeth - 6” 
No. 41 2. More page - G. Last but not cea Any good things about my big | brother 
eng pon 2 Cheaper in Price ge into smaller places 
32 Teeth - 18” ” 


Send for Samples and Complete RUGG MFG. CO., Greenfield, Mass. 


Catalog of Rakes and Snow Re- 


val Equipment 
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90, 50 chicken capacity, $10.15; No. fountains, 11%4 qt., $6.50; 3-qt., $11.75; | nest eggs, $4.33. _Incubator thermom- 
91, 100 chicken capacity, $13.83; No. dry mash hoppers, 30c. to 6.67 each eters, No. 5776, $5.40 a doz. net. 
92, 200 chicken capacity, $17.33;.No. | net; fountains, $2.80 to $40 a doz. net; | wait WwW 
300 chicken capacity, $20.65. mash feeders, $80; oat sprouters, $3.65 SCREWS. 

Poultry Netting.—From stock, hex- each net. Brass.—Round head, 37% per cent 
o> ae ao Hee ee | Egg Crates.—New model, metal, discount; flat head, 42% per cent. 
and 10 per cent discount. Direct mill capacity 14% doz., 84c. each net; 2 ; ; aa 
shipments, galvanized after weaving, | —doz., $i; 3 doz., $1.17; 4 doz., $134; | SPRAYERS. 

50 and 60 per cent discount. . | : . 

Staples. — Galvanized, in 100 Ib. alle ase aravmartionn nt | Sprayers. — Midget, No. 335B, $2 
packages, $5.90 per 100 lb.; in 100 Ib. P Accessories.—Replace sections 0 ‘5, per doz. net; Cyclone, No. 333, $3.40; 
packages, $7.15; in one pound pack- 9c. each net; address cards, 2c. each, galvanized, No. 326G, $3.75; galvan- 
ages, $8.15; in %-lb. packages, $8.90; Waterglass.—In pint containers, ized, No. 347, $3.40; continuous, No. 
in %-Ib. packages. $10.65. Direct $1.25 a doz. net; in quart containers, 332T, $5.75; Acme, $4.50. Compressed 
shipments, in car lots, $4.15 per 100 $1.85; in gallon containers, $6.50. _ | air, galvanized, No. 440, $3.40 each 
lb.; in less than car lots, $4.40. Miscellaneous.—Hen’s nests, wire, net; brass, $6.25. Brass spray pump, 

Troughs, etc.— Feeding troughs, No. 10, $1.58 a doz. net; No. 15, $2. $3.50; bucket spray pump, $3.05; 
$1.20 to $4 a doz. net; feeders and Egg testers, $2 a doz. net. Nest Acme powder gun, $13.50 per doz.; 
fountains, 60c. to $3.67; drinking | eggs, $2.35 a gross net; lice ies Acme, Jr., No. 355, $4. 

clini Is Rites Quiet 
5 
¢ Nails and Wire Are Lower 
(Cleveland office of HARDWARE AGE) | sea GOODS. 
CLEVELAND, April 29.—Hardware business in the aggregate is | . R. Nelson Mfg. Co., Perfect 
4 . . ° e. ° : | Clinchitig hose couplings, $1.90 per 
rather light. Spring merchandise is moving fairly well in such | aoz.; female ends, $1.30 per doz.; Per- 


lines as steel goods, fertilizers, and grass seed. 
taken a spurt due to pick-up orders. 


der twine and step ladders. 
yet showing much life. 
bers are selling quite a few 


clined. 


AUTOMOBILE TIRES AND 
PLIES. 
Tires and Tubes.—Mansfield tires, 


4-ply balloon, 29 x 4.40, 
$1.50; 30 x 4.50, $8.25; 
29 x 5.00, $9.90; tubes, $1.75 
$10.20; tubes, $1.80; = x 5.25, 
tubes, $2.00; 31 x 5.25, $12 1253 


$7.40; tubes, 
tubes, $1.60: 
; 30 x 5.00, 
$11.90; 
tubes, 


$2.05; heavy duty, 6- ply. 29 x 4.40, 
$9.50; 30 x 4.50, $11.05; 30 x 5.25, 
$14.30; 31 x 5.25, $14.70; 33 x 6.00, 
$17.55; double service, 6-ply, 29 x 


$12.90; 29 x 4.50, $13.25; 30 x 
$13.95; 29 x 5.00, $16.85; 30 x 
$17.30; 30 x 5.25, $19.70; 31 x 
25, $20.35; Liberty 4-ply, 29 x 4.40, 
35 30 x 4.50, $6.30; 29 x 5.00, $7.95; 








30 x 5.00, $8.20; 31 x 5.25, $9.85; 32 x 
6.00, $11. 85; high pressure cords, 30 
x 3%, $4.40; 30 x 3%, $4.75; 31 x 4, 
5; 32 x 4, $9.05. 
BATTERIES. 
B and C Radio Batteries: 
“pe Pret 
Se Se ec. $1.14 $1.22 
SS | a ee 1.30 1.40 
CI ¢ | ee 1.92 2.06 
OS SERRE rere 2.33 2.53 
Ps BED icseacubwwss oe 2.80 3.00 
PGs GE ented ebher ses 2.97 3.20 
Dry Cell A_ batteries, No. 7111, 
35%c. in standard packages; 40c. in 


broken lots; Columbia igniter dry cell 


batteries, 32%c. in standard pack- 
ages, 36c. in broken lots. 
BINDER TWINE. 
First grade, $6.11% per bale; sec- 
ond grade, $5.73% per bale. 
BOLTS AND NUTS. 
Machine and carriage bolts, cut 
thread, hot pressed and cold punched 


nuts and lag screws, less than case 
lots, 60 per cent off list; bolts with 
rolled thread, % in. x 6 in., and 
smaller, 60 and 10 per cent off list; 
additional discount of 10 per cent is 
allowed for full case lots of one size; 


stove bolts, 75 and 10 per cent off 
list; semi-finished nuts in bulk, 60 
per cent off list; 54 per cent for 
packages. 


BUILDERS’ HARDWARE. 


In case lots, lock sets, $5 per doz.; 
heavy strap hinges, 6 in., $1.55 per 
doz.; 8 in., $2.40 per doz.; extra heavy 


T hinges, 6 in., $1.80 per doz.; 8 in., 
$2.70 per doz.; 10 in., 


$4.25 per doz. 


sleds. 


Butts, case lots, 3 in. and 3% in., 
l6c. per pair; 4 in., 2lc. per pair; 
for less than case lots, all sizes are 


| 
| 2c. per pair higher. Butts with sand 


blaster finish are 4c. per pair higher. 
Ornamental hinges, standard finish, 
$1 per doz.; nickel finish, $1.20 per 


doz.; sand blast finish, $1.15 per doz. 


| ELECTRIC FANS. 


Robbins & Myers 10-in. AC oscil- 
lating type, $17 each; 12-in., $27 


each; stationary, 8-in., $5 each. 


FERTILIZER 


Old 


55c.; 25 Ib., 


32c.; 10 Ib., 
100 Ib., 


Gardener, 5 Ib., 
$1. 12; 50 Ib., + 2 


GARDEN HOSE. 


Black, 
in bales, 7c. 
84c. per Ib. 
molded in bales, 
% in., 8%c. per Ib.; 
coupled, we, per Ib. 
grades and sizes. 


GARDEN TOOLS. 


Shovels and garden 
mon grade, $8.75 per 
mediate, $11.50 per doz.; 
per doz. 

Hose.—First 
per doz.; first 
doz. 

Garden Rakes.—Bow type 14 in., 
first grade, $11.40 per doz.; second 
grade, $8.64 per doz.; lovel head type, 
14 in., first grade, $9.85 per doz. 

Brume Rakes.—$7.86 per doz. 


molded % in. 
same % in., 
Red, ‘double braid, 
5 in., 7%c. per Ib.; 
56-ft. sections, 
higher for both 


double braid, 
per Ib.; 


spades, com- 
doz.; inter- 
best, $13.50 


grade, socket, $9.84 
grade shank, $9 per 


Spading Forks. — First quality, 
$15.84 per doz.; common, $10.80 per 
doz. 

ws Cultivators.—Easy type, 
8% in., $5.80 each; 10% in., $6.10. 


GRASS AND PRUNING SHEARS. 


Goodwin grass shears, No. 10, $13480 
per doz.; No. 20, $10 per doz.; Clear- 
cut, No. 800, $6 per doz.; No. 1000, $10 
per doz.; Wise, No. 600, $12 per doz. 
Doo-Klip grass shears, $10.80 per 
doz.; Doo-Klip long handled grass 
shears, $18 per doz. 


Pruning Shears. — Clearcut, 
1104, $11.50 per doz.; Pexto, No. 60, NS 
per doz.; No. 5, $3. 50 per doz.; No. 
505, $7.25 per doz.; Doo-Klip pruners, 





$10.80 per doz. 


Lawn mowers have 
Active items include rope, bin- 
Screen doors and windows are not as 
Some stove pipe is moving for fall and job- 
Prices on nails have been re- 
duced 15c. per keg and on wire 15c. per 100 lb. for stock shipment. 
Prices for factory shipment are unchanged. 
These are the only important price changes. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


SUP- 


Turpentine has de- 





fect Clinching hose menders, 80c. per 
doz.; Rainbow nozzles, $3.80 per doz.; 
Sprinklers, Rotary, $11.60 per doz.; 
Crown, $5.75 per doz.; Crest, $5.65 per 
doz. 
NAILS AND WIRE. 

Na; Is.- 
$2.35 per keg; 
per keg for 


Factory shipment, car lots, 
less than car lots, $2.45 
factory shipment and 


$2.50 per keg for stock shipment; 
other products for stock shipment; 
No. 9 galvanized wire, $3.05 per 100 


Ib.; No. 9 annealed wire, $2.60 per 
100 lb.; polished fence staples, $2.90 
per 100 lb.;-galvanized fence staples, 
$3.15 per 100 lb.; coated nails, $2.50 
per keg. 

Barbed Wire.—Lyman, 4 point cattle 
wire, $2.88 = 80-rod pppool: hog wire, 
$3.12 per 80-rod spool. 


NIGHT LATCHES. 


Yale, No. 36, $8 per doz.; No. 40, 
$12 per doz.; No. 42, $13.33 per doz.; 
No. 042, $12 per doz. 


PAINTS AND VARNISHES. 


first quality, $2.90 to 


Mixed paints, 
and $3.05 to 


$3 per gal. for colors, 
$3.10 for white. 
Turpentine in drums, 638c. 
in 5-gal. lots, 838c. per ‘gal. 
Linseed oil in drums, $1.16%4c. per 
gal.; in 5-gal. lots, $1.344¢. per gal. 
White lead in 100 Ib. kegs, 14%c. 
per Ib.; in 50 and 25 Ib. kegs, 141 Uc. 
per lb.; in 12% lb. kegs, 14%c. per lb. 
Quantity discount, 500 Ib. to 1 ton, 
10 per cent. One ton or more, 10 per 
cent and 4 percent. 
Mnameling lacquers, $1.20 to $1.65 
per qt. 


POULTRY 
CLOTH. 


Poultry 
per cent 
weaving, 


per gal.; 


NETTING 


netting after weaving, 60 
off list; galvanized before 
60 and 10 per cent off list. 
Wire cloth per 100 sq. ft., 12-mesh, 
black, $1.60; 14-mesh, $1.90; galvan- 
ized, 12-mesh, $1.80; 14-mesh, $2.50; 
bronze, 14-mesh, $5.50; 16-mesh, $5.90. 


RADIO EQUIPMENT. 


Tubes, CX No. 112A, $2.50; CX No. 
326, $2; CX No. 327, $3: CX No. 380, 
3.50; CX No. 371A, $2.50 Dealers’ 
dise ount from these prices, 35 per 
cent. 


ROLLER SKATES. 


Union line, less than case lots, Nos. 
iSC and 5SC, $1.42 per pr.; 6SC, $1.55 
per pr. Chicago line, No. 181, $2.65 
per pr.; No. 183, $2.75 per pr.; No. 
185, $2.75 per pr.; No. 101, $1.32 per 
pr.; Nos. 103 and 105, $1.57 per pr. 


ROPE. 

Best grade manila rope at 21%c. 
per Ib. for factory shipment, and 22c. 
per lb. for stock shipment; sisal rope, 
16c. per lb. for factory shipment and 


16%4c. for shipment from stock. 
SHEETS. 
24-gage galvanized sheets, $4.60 
per 100 Ib. 
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Can the Independent Hope to Survive In the Face 


of Chain Store Competition 


(Continued from page 32) 


tisement. He whispered to his 
friends and shortly afterwards 
quite a tidy number of orders went 
to the mail-order house for five 
pounds of nails. Thirty cents went 
with each order to pay for the nails 
and the delivery charges, prepaid, 
were forty-five cents. Now that 
isn’t what I would call healthy busi- 
ness and has been admitted to be 
a bad practice. 


NOW THEN— 


In view of these conditions, right 
now—and all this year—will be a 
good time for every hardware dealer 
to definitely find out whether or 
not there is a place for him in his 
community. The independent mer- 
chant has an unquestionable right 
to a big share of the community’s 
hardware business, but he has to 
prove that he is worth it. 

Now, while the big fellows are 
taking a little time out for repairs 
and new methods, is a good time to 
prove it. : 

The retailer won’t prove it by 
handling nondescript brands at bar- 
gain prices. 


QUALITY COUNTS 


That is only playing into the 
chains’ hands. Handle quality 
products and sell them at a fair 
price, that gives you a profit—and 
you may get somewhere. That lit- 
tle word SELL is all-important. 
Overused and overworked it may 
be, but it is your salvation. 

Selling, after all, only means— 
knowing what you are offering and 
being able to tell what you know 
in a sincere and convincing way. 
The difference between your store 
and a chain store is the element of 
selling. 

A friend of mine called on the 
buyer of a large chain outfit with 
a very interesting little device that 
could be sold at a moderate price. 
The buyer turned it down in two 
minutes. “Why?” asked my friend. 
“It’s good, isn’t it—and within your 
price range?” 

“Quite so,” said the buyer, “but 
it has to be sold and we cannot buy 
anything that has to be sold. We 


do not employ that kind of help.” 

A retail hardware merchant in 
California—and I expect many of 
you have had the same experience 
—was tired of hearing of the $1 
saws that were sold by the chain 
stores, so he bought some to sell ( ?) 
for that price. During the year he 
sold exactly six of that grade saw, 
and eight dozen fine saws bearing 
a well known and respected trade- 
mark, or twice as many as he usu- 
ally sold in the same period. 

Such stories | know have been 
told by the saw maker, but I hap- 
pen to know this particular retailer, 
and the fact that he doubled his 
sales of quality saws was solely due 
to the latent selling ability that he 
and his whole force developed from 
very shame. When they were con- 
fronted with the choice of handing 
over a cheap saw or selling a good 
one—being inherently quality hard- 
ware men, they became practically 
overnight prime saw salesmen. 

I have a brother who sells one 
of the leading commodities to the 
grocery trade. He sells train loads 
to the big chains and hasn’t any 
grievance against them whatsoever. 
Yet all his personal interest and 
conversation runs to the welfare of 
the independent dealer, who is still 
his best and pet customer. He can- 
not see how the chain store can 
adequately fill the place of the first- 
class independent. 

I have a friend who is merchan- 
dising counselor to big cigar in- 
terests—and you know what the 
chains have done there. We meet 
together fairly often, we read each 
other’s mail and especially sales- 
men’s reports. And, all through 
this merchandising fabric, that we 
examine, runs that bright and 
sturdy thread of insistence on qual- 
ity and the success of quality sell- 
ing, which cannot be mistaken. 


THE INDEPENDENT WILL STICK 


You know the percentage of sales 
that still go through independent 
stores. It is told you often enough. 
Quite large, isn’t it? There will 
always be a place for the indepen- 
dent store—a profitable and pleas- 
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Balance. 
strength, — a 
stubborn resist- 
anee to wear. 
built into May- 
dole Hammers, 
have for 4 gen- 
erations made 
them the choice 
of carpenters 
and mechanies. 


More than 87 years of honest American 

quality have built upa demand for May- 

dole Hammers that is of real value to 

you. Don’t let your stock get low, your 

jobber can supply you with the styles 
and weights you need. 


Write us for counter cards and a free 


supply of Pocket Handbooks 23“C” 


wn ‘ony HAMMER, SINCE 4) 1843 


aydole 


go 


The David Maydole Hammer Co.,Norwich, NY 
3825 
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Something New 
for the 
Carpenter 


OF KIN 


“TWO WAY 
RED END” 
RULE 

















The only rule on the market 
that carries both right and left 
hand reading. Right hand is 
the natural direction for much 
common measuring; left hand 
the most convenient with rule 
in left hand, pencil or saw in 
the right. 


On long measurements the 
rule may simply be turned 
over to take the last reading, 
(less than a full rule length), 


and still all figures are right 
side up. 


Graduations are on upper 


edge of sections—the edge 
usually nearest the work. 


Your jobber can ship 
them from stock 
MACHINISTS TOOLS 
MEASURING TAPES 
RULES 


Send for New 
Tool Catalog No. 6 


THE [UFKIN fpULe (0. 


SAGINAW, MICHIGAN 


New York Windsor, Can. 








ant place, but only for the real mer- 
chant. 

You may put this down if you 
wish, as another outburst from a 
grandstand manager, but don’t for- 
get what I say. Keep your eye on 
the chains, but don’t try to match 
money bags or buying power with 
them. The things you should han- 


dle are well know to you and you 
can outsell the chain store every 
day in the week. Whatever you do 
this year—whatever sacrifices of 
other plans you have to make— 
place the stress of your personal 
and company efforts—on selling 
high grade articles. Like Mr. Rip- 
ley—I can prove what I say. 








Control Systems and Trade Surveys Were Panhandle 


Convention Topics . 
(Continued from page 31) 


“T refuse to jump on the chain 
stores,” he said. “It is a crime to 
criticize efficiency, and you must ad- 
mit that the chain stores practise 
greater efficiency than the average in- 
dependent merchant. They know how 
much profit they are making and most 
of you don't. 

“Your greatest competition is with- 
in your own business, and the greatest 
factor is waste. If chain store com- 
petition has done anything it has 
made better merchants out of us. 
Too many of us have been storekeep- 
ing instead of merchandising. 

“Waste in investment, space, man 
power and time is your greatest com- 
petitor. Buying is a big factor on 
which the independent merchant has 
always been weak. Buy on facts and 
do not ‘let your conscience be your 
Stock merchandise for which 
Time is 


guide.’ 
there is a quick turnover. 
really the limiting factor in success- 
ful business. You can’t make money 
on those items that have been in your 
store too long. 

“There never was a time when suc- 
cessful business was more’ dependent 
upon initiative ability. There is a 
law that governs good merchandising ; 


it is not luck. ‘To get ahead, you 
must get a head’; learn to think. Be 
alert to new ideas and stock new 


lines to take the place of those hard- 
ware men have lost while they were 
asleep.” 

3oth Mr. Nelson and Mr. Thomp- 
son advised dealers not to participate 
in organizations formed to thwart the 
chain stores, and the association mem- 
bers appeared lacking in sympathy 
for the non-chain organizations now 
operating in Texas. They branded 
them as “unscrupulous and bad form.” 

“Add any new lines that will bring 
Mr. Douglas advised the 
know hardware dealers 


in money,” 
dealers. “I 


who have doubled their business dur- 
ing the last year while most of the 
country suffered. 
job,” he advised. 

The outstanding address of the con- 


Be alert and on the 


vention so far as implement men was 
concerned was delivered by A. A. 
Doerr, Larned, Kan., president of the 
National Federation of Implement 
Dealers. He confined his remarks to 
the handling of farm machinery and 
the work of his association. He said 
the retail store was the best medium 
for selling implements, even though 
an additional profit is involved. 

“Profit is the means by which we 
exist,” Mr. Doerr said, “and there is 
no objectior to an honest profit. So- 
ciety and civilization are dependent 
upon it. The biggest problem we have 
is educating dealers to obtain a fair 
profit, and not to confuse profit with 
margin.” 

“Of course we are fundamentally 
opposed to the chain idea because of 
the monopoly issue,” Mr. Doerr said. 
“No doubt chain store competition has 
made us better merchants, but the 
trend is back to the independent mer- 
chant and we are glad of it. We are 
especially opposed to the manufac- 
turer who establishes branch houses 
in the main trade centers, and then 
expects to unload his product on the 
retailer in the villages where little 
profit is to be made.” 

He stated that through the influence 
of the federation, manufacturers had 
been led to place their implement 
lines in the hands of affiliated dealers, 
rather than with those less qualified 
to handle them. He also said manu- 
facturers had been influenced to send 
out retail price lists on their products, 
and that the association was working 
now to get the manufacturers to ad- 
vertise their retail price nationally so 
that they may become standardized. 

The Panhandle association, the big- 
gest district organization in the 
United States, is now “of age,” being 
organized 21 years ago. Three char- 
ter members attended the meeting. 
The convention was the greatest held 
in its history, and almost 300 dealers, 
salesmen and their wives registered 
for the convention sessions. 

At the final session, Dan H. Wil- 
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mot, Roswell, N. M., was elected 
president to succeed O. W. Kirk, 


Floydada, Tex., who wielded the 
gavel at the convention. H. E. 
Williams, Lamesa, Tex., was named 
vice-president, and C. L. Thompson, 
Canyon, veteran secretary-treasurer, 
was retained in that capacity. H. C. 
Stoakes, retiring vice-president, was 
in line for the presidency, but has 
withdrawn from the retail business 
and was not eligible. 

Arnold Atterbury, who travels for 
the Amarillo Hardware Company, was 
elected president of the Panhandle 
Hardware and Implement Travelers, 
a sister organization, and Eph Roddy 
of the Dempster Company, Amarillo, 


secretary. They succeeded Jim Hagan 
of the Simmons Company, and 
Murray Elson of the Hibbard, Spen- 
cer, Bartlett Company, Chicago, re- 
spectively. 

The travelers’ club sponsored the 
program of entertainment, which was 
elaborate, especially for the ladies. 
Jimmy Frizzell, who travels for the 
Morrow-Thomas Hardware Company, 
Amarillo, was chairman of the enter- 
tainment committee. There were 483 
guests at the annual banquet. 

Resolutions of respect for D. K. 
Hickman, Miami, Tex., a charter 
member, who died during the year 
were adopted. No other resolutions, 
except for thanks, were passed. 


Iron and Steel Industry Shows Continued Slight 


Improvement 


Cross currents in demand, coupled 
with a sensitive price situation and 
extreme caution among buyers, pres- 
ent a picture that is out of keeping 
with the actual performance of the 
iron and steel industry. Although 
specifying is from hand-to-mouth and 
the requirements of certain consum- 
ing lines are diminishing, the aggre- 
gate of all business has not only held 
up but has shown further slight im- 
provement. This gain is attributable 
mainly to larger orders from the auto- 
mobile industry, particularly the 
makers of low-priced cars. 

The current moderate gain in mo- 
tor car production is expected to con- 
tinue into May, and it is now esti- 
mated that output in the second 
quarter will reach 1,100,000 cars, mak- 
ing a total of 2,100,000 for the first 
half of the year, compared with 3,- 
500,000 in the same period last year. 

Steel ingot output for the country 
at large, registering the increase in 
totals business, now averages 80 per 
cent, compared with 78 per cent last 
week. 

Railroad buying, which gave con- 
spicuous' support to the industry 
earlier in the year, is light, in con- 
sonance with the reduced earnings of 
the carriers. Merchant pipe demand, 
which depends to such a large extent 
on building construction, shows little 
betterment. On the other hand, tin 
plate preduction is unchecked, further 
natural gas pipe line contracts have 
been placed, farm equipment plants 


remain active and evidences are ac- | 


cumulating that the heavy construc- 
tion program, which received so much 
attention three or four months ago, 
is getting well under way. 

Highway building promises to be a 
feature of the public works program 
in coming months. Of the 
awards of 9500 tons of reinforcing 
steel, 3000 tons was for road work. 
Highway machinery makers are tak- 
ing steel in large quantities. 


Fabricated structural steel awards, | 


at 30,000 tons, are still subnormal. 
The weekly average of lettings so 
far this year is 30,750 tons, compared 
with 43,700 tons in the corresponding 
part of last year and 40,700 tons in 
1928. New work that has come up 
for bids totals 34,000 tons, compared 
with 39,000 tons a week ago. 

Line pipe awards of the week in- 
clude a 300-mile for the 
American Light & Traction Co., 
placed with the A. O. Smith Corpora- 
tion, and 450 miles of seamless pipe 
to be laid from Amarillo, Tex., or 
dered from the National Co. 
The Lone Star Gas Co. plans to con- 
struct a 900-mile line from the Texas 
Panhandle to Nebraska and Iowa. 

Continued activity in shipbuilding 
is insured by the award of mail con- 


line 


gas 


Tube 


week’s | 


tracts for 10 vessels, eight to the 
United Fruit Line and two to the | 


Grace Line. 

The Iron Age composite prices re- 
main unchanged, finished steel at 
2.264c. a Ib. and pig iron at $17.75 
a gross ton. 





Bakatax display cartons and 


individual boxes are mod- 





ernly designed and attrac- 
tively printed. With their 
bright color scheme of black, 
white and green, they have 


a real sales appeal. 


This new line of tacks offers many 
unusual advantages which put them 
in the profit-making class. Write for 
free sample, and give your jobber’s 
name. Geo. Baker & Sons,. Inc., 
Brockton, Mass. 


BAKATAX 











WHAT’S YOUR 


SYSTEM? 


There are three ways 
of conducting a busi- 
ness .. . by RULES 
.. . by HUNCHES 
... and by FACTS. 
Rules change .. . 
hunches go sour... 
but FACTS, bitter 
and alike, 
march on in a never 
ending, impregnable 
Best 
them. 


sweet 


procession. 

march with 
You move faster and 
with more certainty. 
For over three-quar- 
ters of a _ century 
HARDWARE AGE 
has presented, week 
by week, the Facts of 
the Hardware Trade. 
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The 
New 
Utility 
File 
That 


Edge 
Tools 


invented. 


used around 


ever before. 


long. Packed 





PIKE 





Sharpens 


SICKLES MOWER SECTIONS 
STROWELS GRASS HOOKS ALL HEAVY FILING 
SHEAR Ss SCV THES 

LAWN EDGCERS SHOVELS KNIVES 


Pronounced by all who have tried one, to be 
the handiest and fastest cutting stone file ever 


A few strokes on any edge tool or implement 


make that tool work better and easier than 


New tools can be touched up with it and old tools 
made to cut like new. The secret is in the ABRA- 
SIVE. It’s made from the same abrasive material 


that has made PIKE India Oilstones famous for 
fast cutting and long wear. 
This Display Stand is sent FREE with your or- 


der for one dozen files. Files are 13% inches 


Please order from your Jobber. 


Manufacturers of Sharpening Stones and Specialties 


SOOSSOSSSOSSOOSOOOOOGCOG 


Every 


Man 
Who 
Hoes 

a 
Garden 
Needs 
This 
Tool 










the house, farm or garden will 


one dozen in corrugated carton. 


MANUFACTURING CO. 
Pike, New Hampshire, U. S. A. 


for Over 100 Years 





operation. Cuts a safety 
curled edge that saves 


| <P Surety Rois | 
<b? Fem they oek ou 


“SAFETY ROLL” is the new trade TS A WINNER! 


name for the Vaughan “Kleen Kut’’ Can 

Opener introduced in January. Only "ee > QO . 

the name is changed. Same Quality— gene A re pened pe de 
sizes and shapes of cans with 
ease and saves the juices. A 





geared roller can opener at a 
startling low price. Check this 
new ‘Safety Roll’’ Can Opener 
with any can opener on the mar- 
ket regardless of size or price 
—compare it on features—add 
to this the Vaughan reputation 
for quality in kitchen tools and 
you'll say that here’s a can 
opener that enables you to out- 
sell all competition. 


10 Exelusive Features of 
“Safety Roll’ 


1. As name indicates, cuts top out 
clean, leaving a safety curled 


edge. 
2. Operates with ease and smooth- 
ness. 
3. Opens all cans, large or small, 
round, square or oval. 
not shave or splinter 
Uaughany edges of can. 
5. Cutter is made of high grade 
tool steel. 
SAFETY Rott 6. Excellently finished—all parts 
polished and nickel plated. 
CAN OPENER 7. Attractively displayed on in- 
dividual cards. 
8. Nationally advertised to create 
a demand. 
9. The smallest, simplest and most durable can 
opener on the market. 
10. ame fo low qulcoaithites like it to retail 
for 15 
A wonderful kitchen tool and sure-profitable-seller. 
Free sample and prices sent on request to rated 
firms 
‘Safety Roll’? is patented in the following coun 
tries: U.S.A.,. Sweden, Italy, Canada, France, 





Genuine 
tool steel 


cred x 
ao Great Britain, Germany, Belgium and Czecho 


cutter. = 
Special roller construction Slovakia. 


makes smoorn int av WAUGHAN NOVELTY MFG. CO. 
Mfrs. of Quality Kitchen Tools 
ie jutoes, 3211-3225 Carroll Ave. Chicago, U. S. A. 

















CHRADE -)AFETY 
Push Button Knife 


No Break 
Ne Bren lingoy 


» aay) (31 | 
Lock” 


Push the button and the blade opens a 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the a safe, 


both conveniently done with one hand. 


reave FVERLASTINGLY SHARP scasun 


Menufectured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
ef Schrade regular type pocket knives. 

Send fer Cataleg E. Factories: Walden, N. Y.—Middletown, N. Y. 





























HARDWARE AGE for 


May I, 1930 


69 








Remington Bottle Knife 


Remington Arms Co., New York City, 
is offering a new knife that is both novel 
and useful. It is the Remington bottle 
knife, having a bottle shaped handle and 
made for use in opening bottles. Knife 





R 7985 W has the bottle opener and wire 
puller attachment on one end a spear blade 
on the other end. The handle is of white 
ivory pyrenite. 





R 7985 W 


Another knife of the same type is an- 
nounced by the company. This model R 
7995 is of a higher grade. In addition to 
the bottle opener and spear blade it has 
a cork screw. It has a genuine sea pearl 
facturer, and is thin enough to fit into a 
celluloid handle, according to the manu- 
vest pocket. 


Gold Arrow Kitchen Set 


John Russell Cutlery Co., Turners Falls, 
Mass., is producing the Gold Arrow line 
kitchen gift set No. 566, consisting of six 
pieces of the new Gold Arrow line. In- 
cluded in the new line are three sizes of 
cook’s knives, three sizes of household 
butcher knives, a slicer, bread knife, cake 
turner, pot fork, spatula, sharpening steel, 
kitchen table knife and fork, paring knives 
in three blade shapes and a grapefruit 
knife. 

The new set is packed in a blue gift box, 
jined in rayon silk. All blades are made 
from the highest grade of stainless steel, 
hardened, tempered and polished to a 
mirror.like brilliance, according to — the 








maker. Handles are made from selected 
cocobola wood, of high polish, securely 
fastened to the tangs by two large head 
brass compression rivets. Gold impression 
in the handles show the Russell Arrow 
design. 





Cuyler Can Opener 


The Cuyler can opener is manufactured 
by Cuyler-Menke Co., Rochester, N. Y., 
and is designed to withstand the most 
severe usage, according to the maker. High- 
est grade materials are used to insure 
sturdiness and rigidity. All wearing parts 
are made of pack hardened tool steel and 
with the exception of the frame are white 
nickeled to eliminate rusting. Bronze 
bushings are used. 

It is said to be the only hotel size ma- 














| opener 
| clicks 








chine that holds the can before, during 
and after cutting. A long cam lever en- 
ables the cutter to perforate the can with 
little effort. Circular cutting blade wii!l 
not wear in one place, therefore causing 
friction than other machines with 
straight knife cutter. 


less 


With this opener the can is cut at the 
thinnest part inside the top, assuring easy 
cutting and long life to the cutting blades. 
If knurl becomes dull it may be reversed 
thereby giving double wear. Can its 
cut that the rim remains intact, leaving 
can firm and high. This light weight 
operates by pulling lever till it 
and cutter wheel perforates can. 
Handle is then turned to right cusing the 
top to be severed. Cover raises up as it 
is cut, enabling the operator to grasp the 
top. 


so 


The Archdale Razor 


The Archdale Co., Inc., 11 W. 42nd St., 
New York City, offers a razor operating on 
a new principle. It is a safety razor de- 
signed for use with any double-edge wafer 
type blade, and the company is producing 
a blade made specially for use with the new 
product. 

Blade and top guard are the only parts 
to assemble, and the razor is automatically 
adjusted for either a once-over or close 
shave. The blade is inserted and automati- 
cally adjusted. By a turn of the knurled 
nut on the end Of the razor and a flip of 
the head, the holder is changed into any one 
of the three shaving positions. 

This razor cannot rust, as it is made 
entirely of brass with 14 karat gold plating 
and a baked enamel finish. After using, 
it may be sterilized in boiling hot water 
without danger of rust or corrosion. It has 
a red, black and gold handle and is put up 
in a red and black box, in the modern style. 
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Swank’s Evolved a Novel Cutlery Display Method 
Which Features the Line Productively 


N Johnstown, Pa., the progressive hardware firm 
known as Swank’s is continually seeking more effec- 
tive means of displaying the extensive and varied 
lines of merchandise carried by the store. As a re- 
sult of the firm’s merchandising foresight in such 
matters, it has succeeded in many instances in mate- 

rially increasing the productivity of displays. The cut- 
lery display case reproduced herewith is an excellent 
example of this activity. Realizing that a display which 
would feature cutlery in the best possible manner would 
have a very stimulating effect on cutlery sales volume, 
the case shown was planned and designed by a member 
of the firm’s sales staff. 

In this connection it is interesting to know that the 
same salesman also designed and patented the metal saw 
rack, which, as optional equipment to modern hardware 
store tool cases, has become very popular in this as well 
as in foreign countries. The method of displaying cut- 
lery is somewhat similar and just as effective. Any man 
handy with tools can construct the same kind of a cut- 
lery case with very little effort, and the store will be 
well repaid for its trouble. 

The case is particularly adapted to butcher knives, 
slicing knives, medium and large kitchen knives, bread 
knives, French cook knives, boning knives, skinning 
knives, sticking knives and cleavers. It is not intended 
to display paring knives and other knives of small size. 
These can best be displayed in compartments on open- 
top tables, according to the firm. The case is installed 
flat against the wall at a height making it convenient 
for the average person to easily reach the top row of 
samples. In Swank’s a space against the back of a show 
window is utilized for the purpose, making use of a good 
display location which might otherwise be wasted. 

Roughly, the measurements of the case are 6 in. thick, 





3 ft. high, 12 ft. long, but the size may be dependent 
upon the space available for the case. On the under- 
side of the top electric lights are installed. As a mold- 
ing about 2% in.. wide extends around the case, form- 
ing a frame-which conceals the lights, it also serves to 
dress up the case, and its appearance is further en- 
hanced. The case is of the open type, no glass being 
used. The woodwork is finished tn oak, matching other 
fixtures in the establishment, while the background in 
the case is finished in a contrasting color to the samples 
displayed on it. 

The most important detail in the method is the man- 
ner of displaying the samples. This is accomplished by 
brass strips, which are slotted to hold the blades of the 
knives. For medium sized knives, three slots are pro- 
vided, while two slots are made in the strips used for 
two knives of the larger type, which, of course, have 
thicker handles. As most any other metal would be 
hard enough to dull the edges of the blades, brass is 
most suitable for the purpose. It is also easily bent at 
the end of each strip, a hole is then punched in the 
angle, and the strip is then fastened to the back of the 
case by a screw. Long finishing nails are used for the 
knife handles to rest upon. Every knife is held in a hori- 
zontal position, which is generally considered the most 
desirable position to show knives to their best advantage. 
The lights provide abundant illumination and focus at- 
tention on the display, which is doubly conspicuous be- 
cause the case occupies a prominent display space on 
the sales floor. Samples can be carefully examined and 
inspected, which is another advantage, often leading 
store visitors to make a purchase. As a wide range 
of knives of many types can be shown, the observer is 
also favorably impressed with the extensiveness of the 
assortment. All of these factors were very effective. 
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Be 


Spring Buying 


Prepared 
for the 


Campaign! 


Men 


everywhere 
are reaching for 





| ra nee S.PAT.OFF 


™ New Gillette Blade 
™ New Gillette Razor 


During the spring garden, clean 
up and paint-up seasons, every one 
is thinking of the Hardware store 
for seeds, garden tools, paints, etc. 
Naturally many more people will 
enter your store and practically all 
of them are users of the New 
Gillette Blades and New Gillette 
Razors. It is a simple matter for 
you to remind them that your store 
is the logical place to buy a New 
Gillette Razor or to replenish their 
supply of New Gillette Blades. You 
will be surprised at the number of 
people that become regular New 
Gillette Blade customers by your re- 
minding them. Men are in the habit 


of forgetting their need of this shav- 
ing comfort necessity and will 
appreciate your interest in their 
welfare. 

Thousands of orders for millions 
of New Gillette Blades and New 
Gillette Razors are the best recom- 
mendations for our products. The 
flood of orders has made it necessary 
to run our plant twenty-four hours 
per day. 

Write today for additional “Sales 
helpers.” 

Gillette 
Safety Razor Company 


Boston Mass. 
HA 
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ture and trade-prices. 


JOHN OSTER MANUFACTURING CO. 
RACINE, WISCONSIN 


“Not the oldest manufacturer, but the leader” 


Models for both 
Amateurs and 
Professionals 










Sharp 
Clean Cutting 
Blades 





Twelve Different 
Patterns To Select From 





steady sellers 


Don’t overlook the great market for 
reliable hair clippers in the home. 
OSTER Hair Clippers please home 
people, because they operate easily, 
cut cleanly and do not scratch the 
skin. The reasonable price helps 
greatly in their sale. Send for litera- 








evertain 


for the June Bride 


What More Appropriate and 
Enduring Gift Than a Carving Set? 





Handles and Blades in Great Variety 
to Appeal to Any Taste and Purse 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 














British Imports of Cutlery Show Substantial 
Increase 

Imports of cutlery by Great Britain for the three 
months ended Dec. 31, 1929, were valued at £169,328 
an increase of £58,984 compared with the same period of 
1928 when imports were valued at £110,344. 

There follows detailed statistics for the fourth quarter 
of 1929 showing principal countries participating in this 
trade: 


Knives (inc. Scissors (inc. Complete 
handles, blades tailors’ shears Safety 
and blanks) and secateurs ) Razors 


Quantity Value Quantity Value Quanity Value 
Doz. 





Doz. £ Doz. £ 
Sweden ........ 1,244 416 Fhe bias Sawai. 54'S ee 
Germany ....... 94,230 14,670 109,251 18,924 1,323 525 
Netherlands .:.. 1,100 167 760 144 BAS wa 
Belgium ....... 4,104 613 1,376 216 ore ces 
Peance .:...:..» TS4 1,756 1,895 541 79 ~=-:105 
United States... 3,535 1,504 1,785 1,405 2,607 456 
Other Countries. *904 *419 394 131 24 18 
*Ded. 7 *Ded. 15 
etal os cscc28 116,294 19,530 115,461 21,361 4,033 1,104 


*(Note: The above items were apparently erroneously re- 
ported in the September quarter and are deducted above from 
the total shipments of knives.) 


Component 
parts of Other 
safety razors, Straight razors cutler’s 
handles, blades (inc. handles, wares 
and blanks __ blades and blanks) Nn, @. S. 
Value Quantity Value Value 

E Doz. £ 
Sweden .......... 3,446 ei ne 32 
Geriiatiy ........ 21,669 7,318 5.432 6,180 
Netherlands ..... 6 195 127 17 
ee 5 side shag 84 
BEBOP coils cies. 955 304 217 366 
United States..... 88,339 cet a PEE: 
Other countries*. . 27 51 37 386 
WIM. 6cssoues 467 

Ci ee er 113,980 7,868 5,513 7,840 


*(Note: Apparently erroneously reported in the previous 
quarter. ) 


GREAT BritAIn’s IMports OF CUTLERY FOR THE YEAR 1929 
CoMPARED WITH THE Previous YEAR. 





/ 1928 1929 
DOME Nae a Sse Se Fads £64,306 £72,114 
a ee eee eee 88,353 92,470 
ROO ee 15,497 6,299 
Parts of safety razors...... 226,110 503,850 
RavGr8 QUIET 6s. oo ios cose 19,293 19,532 
Oo 55,393 36,057 

CE | A ae aE Ene £468,952 £730,322 


Packaging Flashlight Batteries Has 
Been Simplified by Bureau 


According to a statement recently made public by the 
Division of Simplified Practice of the Bureau of Stan- 
dards, Department of Commerce, Simplified Practice 
Recommendation No. 104—Packaging of Flashlight 
Batteries may now be considered as effective forthwith. 

This statement was prompted by the Bureau’s receipt 
of signed acceptances from a sufficient number of man- 
ufacturers, distributors and users to insure the general 
adoption of the simplification program by the industry. 
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A good way 


to get customers started 








TWIN 


PARING KNIVES 


on high quality cutlery 


Many a housewife who is now a good 
Twin Brand customer started with the inex- 
pensive paring knife shown above, bought 


so easily from the handy display case. 


And from a paring knife that proved so 
superior it was an easy step to replacing all 
the kitchen knives with J. A. Henckels. 


Brand fine cutlery. 


Then on to table knives, carving sets, 


scissors, and the many other articles of Twin 


All of which is very 


nice for the dealer who sees the value in 
displaying the fine quality J. A. Henckels 


paring knives. 


J.A.FENCKELS 


Famous for fine 
TWIN WORKS 


cutlery since 1731 
SOLINGEN 


BRAND 








R. MURPHY’S (fin KNIVES 





STANDARD OF EXCELLENCE 
80 YEARS 
No. 2, 3%-inch blade; No. 1, 53-inch blade 
Make tough jobs easy . . . thus making a hit with 
mechanics and cutters. Like every R. MURPHY Knife, 
they are hand honed and hold their edge indefinitely. 
They make satisfied customers the absolutely 

sure sources of profit 

Other fast-selling R. MURPHY Knives are: Clam, Shoe, 
Sloyd, Kitchen, Paper Hanger, etc. Write for prices and 
catalog. 


ROBERT MURPHY’S SONS CO., Ayer, Mass., 1850 




















Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 
knife sales. 


knowledge on the 
Profit by 


Whet your 
HARDWARE AGE grindstone. 
the cutlery articles. 














The First—and Still the Best 
and Best-Selling 


The GEM Counter Salesman Saves Your Time 


It carries the stock 
» and sells it, too. 
- Our national ad- 
vertising has put 
Gem Nail Clippers 
in the class of 
“Reminder Sales.” 
Your customers 
read our ads, the 
Gem Counter 
Salesman reminds 
them to buy. 
These are among 
the extra sales that 
reduce your over- 
| head. 





NAIL CLIPPER 


USED rpok WITH EITHER HAND, 
HAS FILE AND CLEANER CUTS 
TRIMS HANGNAILS PERFECTLY 





Every Gem is 
wrapped in trans- 
parent du _ Pont 
Cellophane. 


Ask your jobber 
J for them 

















THE H. C. COOK CO., Ansonia, Conn. 
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Increase your ladder business 
and profits by selling Rich 
Safe Spruce Ladders. Light 


weight and durable. 


There is a RICH LADDER 


for every purpose:: 


Extension Ladders 
Straight Ladders 

Orchard Ladders 

Step Ladders 

Platform Ladders 
Sectional Ladders 
Window Cleaning Ladders 
Trestles 

Scaffolding 

Adjustable Scaffold Jacks 


and many others 


We Pay the Freight 





TRADE MARK 











The Rich Pump & 
Ladder Co. 


Cincinnati, Ohio 





RIC 


ADDERS 














SAMPSON 


Windlass can be at- 


tached. 








Steering Through the Legal Fog 
(Continued from page 37) 


| 

— —————————— | 

in the basis of unfair trade practices, the courts will 
pre these practices. 


A Vicious Circle That Leads Nowhere 


A prominent jobber has widely advertised his policy 
of cutting the prices on lines of goods that are cut by 
the mail order houses in order to give the retailer a 
more satisfactory profit. On the face of it, this action 
seems to be very noble and disinterested, but let us 
briefly study what happens when this is done. Take 
the case of the manufacturer who will not sell the mail 
order houses but whose goods are bootlegged and offered 
at very low prices by the mail order houses in retalia- 
tion. This jobber in turn will still further punish this 
innocent manufacturer by selling his goods, say, at 10 
per cent under the regular price. What happens then? 
If this prominent jobber quotes this price broadcast to 
the retail trade, then all the other jobbers immediately 
meet the price. Therefore this innocent manufacturer 
has the price of his products immediately depreciated 
10 per cent. This becomes the established price for the 
country. Then what happens? All of these jobbers, 
including the prominent jobber who started the vicious 
circle, ask this manufacturer for an inside rebate to cover 
their reduced profits brought about by reason of the cut 
in price. In other words, instead of the jobber financing 
the price war, the innocent manufacturer is asked to do 
the financing. Then what happens? The mail order 
houses, by reason of the price war that has been brought 
about, buy their goods at 10 per cent less than they did 
before. Owning their goods at a lower price, there is 
nothing to prevent them again cutting the price 10 per 
| cent. Then what happens? We are just where we 
| started from, except that the entire industry is on a 10 
| per cent lower basis. To carry on this noble plan, all 








that is now necessary is for this prominent jobber to 
again cut the price 10 per cent. The manufacturer again 
; reduces the price 10 per cent, and the mail order houses 
in the end again reduce their prices 10 per cent. Of 
course it is simply a question of how long it will be 
before the manufacturers in this industry will all be 
in the hands of receivers. 

In our judgment there is only one solution to all these 
problems, and that is the legal solution. Suits should 
be brought on all these points. These suits should be 
pressed. The decision of these suits will make the law. 

We believe it is only by establishing a law that will 
| govern these trade practices that we can ever get any- 
| where. Simply to cut prices here and there to meet 
| certain local conditions is like trying to put out a prairie 
| fire with a child’s tin bucket of water. 





The heaviest burden a man can carry through life is 


a chip on his shoulder. 
* * # 


Before a man is big enough to supervise the activities 
of others, he must first be able to direct himself. 
* * & 
To sneer and ridicule, to indulge in unkind laughter, 
is the sign of an inferior mind. 
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An Operator 


for STEEL 
CASEMENT 
SASH 


“By Rixson” is so much a qual- 
ity hall-mark on builder’s hard- 
ware that each amplification of 
this time-proved line has special 
significance. 
































Now, a Rixson Casement Oper- 
ator is available complying with 
the uniform steel sash perfora- 
tions adopted with the coopera- 
tion of the United States Bureau 
of Standards. 


This is the Rixson No. 194 Case- 
ment Operator for Steel Case- 
ment Residence Windows (Close- 
up or Offset Hinge Type). 
Small, compact and —. 
completing a full swing in 3Y 
times—this Rixson Operator is 
further distinguished by its ease 
of application. The arm is 
raised, which permits mounting 
without blocking to clear the 
frame. 


Write for full details and 
complete Rixson Catalog 















Are 











N 
J0ON0 


Builders’ Hardware 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, Ii. 


New York Office: 101 Park Ave., N. Y. C. 


Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


Improved Mechanisms in Builders’ Hardware 






































eee MAKES THE 
ADVANTAGES OF 


GRAPHITE 


AVAILABLE TO INDUSTRY 


For more than a century the Joseph 
Dixon Crucible Company has _ pio- 
neered in applying the advantages of 
natural flake graphite to the lubri- 
cation problems of Industry. 

x The graphite used in all DIXON 
{ GRAPHITE PRODUCTS is a natu- 
ral flake graphite which in purity, in 
uniformity, in lubricating and pro- 
tecting qualities has never been 
equalled. 

Our obligation to Industry is that of 
incorporating in DIXON GRAPH- 
ITE PRODUCTS the full benefits 
with which Nature has already en- 
dowed Graphite. That this trust has 
been fulfilled is evidenced by Indus- 
try’s recognition and acceptance of 
Dixon Graphite Products. 


DIXON GRAPHITE 


PRODUCTS 


" Flake Graphite Graphite Seal 
Graphite Cup Grease Pipe Joint Compound 
Waterproof Graphite Industrial Graphite 

Grease Paint 
Write for Circular 40-C 


JOSEPH DIXON 
CRUCIBLE COMPANY 


Established 1827 


Jersey City _ ROK 


’ 


New Jersey 








ce aRSEN me arcmin 
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SORTING 
WRAPPING— 


Should Be Done On a 











Pat’d and Pata. 
Pending 


‘“*HALLOWELL” 
STEEL TABLE 


If you do any Sorting, Inspecting, 
Wrapping, Packing, be sure to look at 
the picture and get an eye-full of that 
one piece top of steel that never becomes 
soggy, smelly, unsanitary, never cracks, 
never splinters—but, on the contrary, gets 
smoother and more serviceable with age. 
And besides, the “HALLOWELL” is 
rugged, rigid and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 


Don’t Procrastinate—Write for 
Bulletin 386 Today 














é am 4 
STANDARD PRESSED STEEL cols, 
BRANCHES BRANCHES ~ 
BOSTON JENKINTOWN, PENNA. NEWYORK 
DETROIT Box 535 ST.LOUIS 











The Living Wage As Compared 
To Actual Wages Earned 


A recent study was made covering twelve industrial 
cities in three different classes of population size to de- 
termine the expense of maintaining a family consisting 
of a husband and wife and two children at a fair Ameri- 
can standard of living. The minimum cost of maintain- 
ing this family according to the National Industrial 
Conference Board which carried on the survey ranges 
from a figure of $1,442 a year in one of the small cities 
to the high point of $1,660 a year in New York City. 

The following table showing the weekly cost and the 
yearly cost of maintaining this theoretical family covers 
four large cities, four medium sized cities, four small 
cities and four states. It is evident from these figures 
that even with no allowance made for saving or un- 
expected expenses, the income to the family must range 
from $29 to $31 a week, assuming complete employment 
for 52 weeks of the year. When allowance is made for 
the fact that most industrial workers are not in a posi- 
tion to work 52 weeks in a year due to slack periods, 
illness or seasonal fluctuations in industry, the average 
wage should run above these figures. 


Weekly Yearly 
Large cities: cost cost 
RT iis Soe ae aise $31.30 $1,627 
|, RARER Er naes he area es 29.83 1,552 
fog. C0 5 sa a a 31.92 1,660 
a ee 31.31 1,628 
Medium-size cities: 
TN, TINO: is cise cece. 28.91 1,504 
CE RS, oe oc dae aweee 31.12 1,618 
Sormened, Mass, .......... 30.17 1,569 
ae a Se re er 30.80 1,602 
Small cities: 
SR A. as Sew eee 27.87 1,449 
Leominster, Mass. .......... 28.05 1,459 
GO) it, Sey eee ee 30.13 1,567 
Marmion OMG 5.6 occc00ss ose 2143 1,442 
States : 
fp eS a a er 31.60 1,643 
a 30.22 1,571 
Massachusetts: 62460 svs.su0% 29.84 L352 
CO Oe 5 oer ee 29.08 1,512 


last month the table covering New England showed 
that the average wage in Massachusetts paid in industry 
amounted to $1,220 a year, while this month’s table 
shows the average for New York State to be $1,495 and 
for Pennsylvania $1,330 a year. In the case of the indi- 


-vidual cities, New York City comes closest to meeting 


the necessary requirements for a decent standard of liv- 


ing by paying an average wage of $1,635 against the 
required wage of $1,660. Reading, Pennsylvania, on 
the other hand shows an average wage paid of $1,200 
against an estimated need of $1,618 per year. 
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x # CorRECT SIZE DRILL.. 
Quickly Found 














Packed in a neat leatherette 
case—easily carried in tool kit 
or pocket. 








A MARKET FOR EVERY HOME, GARAGE, 
PUBLIC BUILDING AND FACTORY 















A , iN 
CS, memes atte, 
THE STANDARD TOOL (0. 
CLEVELAND 
New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 


Paris, France—Burton Fils. Copenhagen, Denmark—Nienstead & Co. Fredk. Pollard & Co., Ltd., London and Leicester, England. 














For Every 


Carpenter’s Tool Box Ores Any arc of a circle 


No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
of a chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 








Sold singly or in convenient sets. Good 
profit. 


FORSTNER 


Labor Saving 


AUGER BIT 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 
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Gem Hub Cap Wrench 


E. Edelmann & Co., 2332 Logan Blvd., 
Chicago, IIl., is offering the Gem Hub Cap 
Wrench. The maker says that it will fit 
every hub cap made. 

It is a good heavy substantial tool, 
which, in addition to its use for tightening 


GEM HUB CAP WRENCH  ‘rits au 
THE WRENCH THAT FITS EVERY |OF THESE 
HUP CAP |AND ALL! 








\e a 


and loosening hub caps, may be used as a 
pipe wrench or to grasp any round article. 
This wrench is of interest to the repair 
shop and consumer, too. The tool is fin- 
ished in black enamel with extra heavy 
wire woven fabric strap. It measures 11 
in. over the handle and is packed in in- 
dividual cartons in standard packages of 50. 


Dixon Revolving Blade Mower 


Clipper Mfg. Co., Inc., Dixon, III. offers 
the trade the new Dixon revolving blade 
mower. The manufacturer says that the 
mower will cut the tough, dry and hard 
Bermuda grass and other grass up to 7 
in. in height. It also claimed that 
the roller will not leave the ground even 
when tough grass is being cut, but will 
be held closer to the ground. 


is 





This mower has Timken taper roller 
bearings and a sliding cone adjustment 
for taking up wear on the bearings. Ten- 
in. wheel drives are included with gear 
rack on outside rim, giving greater power 
when heavy or thick grass is struck. .The 
reel measures 63% in. and has four blades, 
with a spiral twist, said to equal the cut- 
ting power of five blades. There are two 
blades on wiper knife at all times. Reel 





blades and wiper knife are made of cruci- 


ble tool steel, and the knife has %4-in. lip 
for extra wearing purposes. 

There are four sizes, 12-in., 14-in., 16- 
in. and 18-in. For general use the 16 and 
18-in. mowers are the best models. 


Real Reel for Hose 


Anker-Holth Mig. Co., Port Huron, 
Mich., is offering the trade its portable 
hose reel, with many convenient features 
The Real Reel can be connected to the 
faucet, and as much or as little hose may 
be unreeled as is needed without first un- 
reeling all of it. Hose is reeled or un- 
reeled by means of the handle at the side 
of the appliance. 











This reel is shipped in knock-down form, 
and may be assembled in three minutes 
by inserting four bolts, provided with each 
reel. By the use of this reel the danger 
of kinking, knotting or tangled hose is 
eliminated. By keeping the hose attached 
on the faucet, and on the reel all the year 
around, fire protection is provided for the 
home. 


Colorgraph Box Strapping 


Colorgraph box strapping is offered by 
The Stanley Works, New Britain, Conn., 
through its box strapping division. By the 
use of this new product the shipper may 
display trade marks, firm names, slogans, 
etc., printed in brilliant colors on the strap- 
ping. 

A great variety of colors may be used, 
and any special design or mark can readily 
be reproduced. It offers an effective means 
of displaying instructions from shippers 
such as “Fragile” and “Handle with 
Care.” Time spent in stencilling is saved 
in the shipping concern, by making sten- 





cilling work unnecessary in many cases. 


Jiffy-Tite Screw Driver 


The Jiffy-Tite screw driver is a non- 
magnetic tool with a screw-holding device, 
manufactured by Millen Mfg. Co., 7 Water 
Street, Boston, Mass. A gripping lever 
moves in and out of a slot cut in the blade, 
and the knurled slide, which operates this 
gripping lever. By the movement of the 
knurled slide up or down with the finger 
the screw is gripped or released. 


i) 


It has a generous sized enameled hard- 
wood hexagon handle, giving a powerful 
grip. The blade is of a special carbon 
steel and is joined to the handle by a pol- 
ished steel ferrule. On the side of the 
blade, and at the end of the lever, there 
are sharp lateral teeth that give added bite 
in the slot of the screw. This tool has a 
5/16-in blade and is 9 3/16 in. in width. 

The Jiffy-Tite screw driver is adapted 
for use in home, auto, office and factory, 
and for work on radio, automobile, machine 
and electrical repairs. Model No. 2, the 
Jiffy-Tite Junior, has the same feature de- 
vice, but has a handle of bakelite, making 
it particularly attractive to the electrician, 
radio man and auto repair man. It has 
a total length of 8% in., a 4/16-in. diam- 
eter shank, and 3/16-in. width blade. 


Browne & Sharpe Screw Gage 


The American National standard screw 
gage No. 701, which the Brown & Sharpe 
Mfg. Co., Providence, R. I., has recently 
announced, is a handy gage for determin- 
ing screw threads according to the Ameri- 
can National (and United States) screw 
thread standards. One side of the gage is 
graduated for the fine thread series and 
the other side is intended for the coarse 
thread series. 




















A 3-in. scale graduated in eighths is 
provided on one outer edge of one side. 
This allows the length of screws to be 
determined. Slots at either end of the 
scale permit the heads of both round and 
flat-headed screws to be set against a posi- 
tive stop, when measured. 
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WANTED TO BUY 


Going Manufacturing Business 
(Middle West Preferred) 








Give full particulars. Replies strictly confidential. 
Address Box 7379-A 
Care of HARDWARE AGE 
Otis Bldg., Chicago 








~~ 


Garage Door Brace 


Demand 


Shelby Hardware 


Manufactured by 











The Shelby Spring Hinge Company 
SHELBY, OHIO 





~ Friction Catch 


Coast Representative: Pond Hdwe. Specialty Co., Los Angeles, 


é > Calif. 
Fi tee 
( =i r- ? re A catalog showing complete line will be sent on request. 


Glass Knob 








ee ae 








SS Q 


“Chief” Floor Hinge Double Hall Hook Screen Door Hinge Oval Mortise Bolts 
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The new Griffin PER- 
FECTION Screen Door 
Hardware Set No. 1740 
offers improved de- 
sign, superior quality 
and efficiency at an 
appealing price. Ask 
for our new folde: 
which illustrates and 
describes this latest 
GRIFFIN product. + ~ 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices— 


MEW YORK: 45 Warren St. BOSTON: 76 Batterymarch. 
OMIGAGO: 555 W. Randolph St. SAN FRANCISCO: 703 Market St. 
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Advertisements are brought to the attention of the 
public of Glen Cove, L. I., by this neat frame on the 
outside wall of Steisel’s hardware store. It serves to 
recall to the customers’ minds items they have seen in 
the local paper. This occurring at the point of contact 
results in many sales that would otherwise be missed. 


Simonds Produces Huge Saw—Diameter Ten Feet 


A circular saw 10 ft. in diameter, made by the Simonds Saw 
& Steel Co., Fitchburg, Mass., is believed to be the largest 
section tooth pattern cut-off saw in actual operation in the 
world. This inserted section cut-off saw is an exclusive de- 


sign by Simonds, and is being manufactured in the Portland, 
Ore., shop of the company. 





The inserted section saw is used for cutting logs and is 
adapted for pulp and paper and lumber mills. Removable sec- 
tions containing two teeth of hardened steel are inserted and 
automatically locked in the plate. These tooth sections are 
interchangeable and may be renewed when necessary. 
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CORBIN 


Wood Screws 
Drive Screws 
Ceach Screws 
Machine Screws 
Bet Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Products 


Steve Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jack Chain 
Plambee’s Chain 
Register Chain 
Safety Chain 





UNIFORM QUALITY and ADEQUATE STOCK 


Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouses—New York, Chicago, Philadelphia 





Western Factory—Dayton, Ohio 


CORBIN 




















Are You Supplied with Lawn Hose Goods? 


Customers will soon be asking for Sherman Wrought Brass Hose 
Couplings and Clamps to repair their lawn, garden and garage hose for 
the Summer season. 


Be ready for business, keep stocked with 


Sherman WROUGHT BRASS Hose’ Goods 


There’s as much difference between Wrought Brass and Cast Brass Hose Goods, 
as between sheet steel and cast-iron products. 


All SHERMAN Products are Wrought Brass and therefore rust-proof. They 
have been the leaders for over 30 years both in popularity and sales. Look up 
your stock right now. 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 





Order a dozen Diamond 

Nozzles in display carton 

featuring ‘‘Perfect Spray’’ 
from your Jobber. 


“Perfect 
oo 4 IPra 
Zz 9 


be G4, J 


_ e 





Fig. 519 
Lawn Faucet 


Convenient Wheel Handle or Loose Key Type 





Sherman Wrought 
Brass Hose Coup- 
ling (Patented) 





Sherman Wrought Brass 
Hose Clamp (Patented) 
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A Good Tool Service in a Good Tool Market 


about their success, this disposition 
must be at the heart of it. 

Good tool displays are maintained 
at both stores. Adequate stocks are 
always on hand. But neither dis- 
play nor stock explains how Mr. 
Hirsig and his associates accomplish 
what they do. These are merely 
contributing virtues. Without a cer- 
tain “plus” element, their business 
would probably be no better than 
ordinary—organization and equip- 
ment plus inside and outside action. 

Strangely, perhaps, the tool busi- 
ness done out of the main store on 
Capitol Square is not the big end 
of it. Most of the volume in this 
and several other lines is developed 
out of the branch store at State and 
Gilman Streets, eight blocks away, 
toward the university. Here con- 
stant contact is kept up with the 
building trades. Here is the sheet 
metal shop. 

Contractors, home builders, archi- 
tects and carpenters are frequent 
visitors at the branch store. Recip- 
rocally, Lawrence Bakken, manager 
of the place, and Wallace Maxson 
are frequent visitors wherever the 
contractors, home builders, archi- 
tects and carpenters may be. 

They call on every productive 
factor in the building trades with 
effective regularity. They also sell 
the factories and machinists in per- 
son. It would be hard for anyone 
in Madison to be in closer contact 
with every sort of structural and 
industrial work than these two men. 

Eight architects—all there are in 
Madison—are among the business 
friends of the firm. At least three 
of them show so much confidence 
in W., K. & H. dependability and 
service that they often say some- 
thing like this to Mr. Bakken or 


(Continued from page 39) 


Mr. Maxson: “Bring out the hard- 
ware and I'll O. K. it.” 

All standard tools are sold, of 
course. Many Madison contractors 
are in the habit of outfitting their 
working crews at the State Street 
store. Numerous individual me- 
chanics niake it their headquarters 
for equipment. 

Last year Mr. Bakken and Mr. 
Maxson sold fifteen ‘“Skilsaws,” 
most of them of the larger size. 
This business alone increased the 
volume by a figure not much under 
$2,000. 

During the same period they sold 
twelve Starrett leveling instruments 
to large and small contractors. The 
leveler brings $25; combined with 
a transit, $40. “This instrument,” 
says Mr. Bakken, “is useful for lay- 
ing out walks or foundation work. 
A good many contractors fail to 
realize they need one until they see 
it operated on some job. After 
that it is seldom difficult to sell 
them.” Four mortising machines 
were sold last year at $110 each. 
These instances serve to exemplify 
the merchandising methods pursued 
by the firm from one year’s end to 
the other. 

Nearly every year these enter- 
prising retailers sell three or four 
thousand dollars’ worth of hand 
tools to the Board of Education for 
use in the manual trainirig depart- 
ment. Once a year the board sub- 
mits a list of tools needed for the 
next year’s supply. With such a list 
to figure on, the firm gets its share 
of the business. 

Fraternity and sorority houses, 
fairly thick in Madison, furnish a 
comfortable outlet for a consider- 
able trade in builders’ hardware. A 
local contractor has met with un- 








usual success in erecting such build- 
ings. This contractor happens to be 
sold on W., K. & H. service. 

Such jobs run from four hundred 
to six hundred dollars for each 
trim. And this business extends far 
beyond Madison. The contractor 
builds similar houses in other uni- 
versity cities. . 

In 1929 the Wolff, Kubly & 
Hirsig Co. shipped complete assem- 
blies of builders’ hardware as fol- 
lows: Four to Urbana, IIl.; seven 
to Iowa City, Iowa; six to Ann 
Arbor, Mich.; five to Bloomington, 
Ind. “And,” adds Mr. Bakken, 
“whenever the plan was correct, 
there wasn’t a single piece of hard- 
ware missing.” 

Thus 22 sorority and fraternity 
houses in educational centers out- 
side of Madison are trimmed with 
hardware furnished by this retail 
firm, affording an additional volume 
of something like $10,000, or about 
one-sixth of the total secured 
through this department. Nine 
thousand dollars’ worth of W., K. 
& H. builders’ hardware went into 
the Wisconsin Power & Light Co.’s 
new ten-story building. 

That $41,000 roofing job was for 
the University Field House in 
Madison; the firm also supplied the 
builders’ hardware for the same 
structure, amounting to $5,156. 

“Fifty per cent of these jobs are 
obtained on preference,” says Mr. 
Hirsig, “rather than on low bids. 
Last year we sold 87 overhead 
garage doors. The biggest door job 
was installed in our new union bus 
station. This was a_ Richards- 
Wilcox installation and is said to 
have been one of the largest jobs 
of the kind ever undertaken by that 
organization. Those two station 
doors brought us $4,200.” 


Number of Business Failures Show Slight Variations 


Business failures in the past week held 
to about the same totals as were reported 
for the previous week, according to fig- 
ures compiled by Bradstreet’s, which 


show a total of 466 failures for the past 
week as compared with 459 for the pre- 
ceding week and 411 for the correspond- 
ing week of 1929. 


Of the various sections of the coun- 
try, the Middle Atlantic region reported 
the highest number of failures, 150, as 
compared with 149 for the preceding 
week. The largest increase was shown 
in the Northwestern section, which had 
42, against 22 the week before. The best 
report came from the Western region, 


which had 76 insolvencies, against 92. 
R. G. Dun & Co.’s report discloses 
slightly different results, a total of 491 
failures having been reported to that 
house. This compares with 494 failures 
reported a week ago and 488 in the corre- 
sponding week a year ago. Geographical 
distribution was about the same. 
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50 years on a DOOR 
good for 50 years more 











/1 \ 
Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE {aonnen MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 


price. 


and Prices. 





Lawn Mowers for 1930 
9 Models in 
40 Sizes 


Adjustable Ball Bearings; 
Single Screw Blade Adjustment, the quickest 
and easiest of them all; 
Tempered Knives, Self-sharpening. 


Built extra strong and rigid. 
ished in four bright and attractive colors. Sizes: 
16”, 18” and 20”. 


The New 


LUXMOW 
12” Wheels 






For Large Lawns, Parks, Cemeteries 


A real Quality mower at a surprisingly modest 
Has big 12-inch easy running wheels; 


Clarinda Patented 


Fast cutting, Tool 


Beautifully fin- 


Send for Descriptive Folder 


Manufactured by 


CLARINDA MANUFACTURING CO., Clarinda, Iowa 











Custom Building 


Quality 


Yes sir!—that’s the SWW 
brand—real _honest-to-good- 
ness edge holding quality— 
and with a balance and 
“hang” that will delight any 
prospective customer! 


SWW saws, chisels, adzes, 
ete., sell readily and boost 
your profits accordingly. 


Write for list and discounts 
The L. & I. J. White Co., 
Division 
Simonds Worden White Co. 


Main Office, Dayton, Ohio 
BUFFALO — CLEVELAND — BELOIT 








HUNDREDS 
OF 
HARDWARE 
STORES 
Find Lawn 
Mower 
Sharpening 
Profitable 


with the 









Mower slips into 
being dismantled 


sharpener without 





« 








“IDEAL” LAWN MOWER SHARPENER 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction‘ sim- 


ply because of improper sharpening. 


These dealers, 


by installing an IDEAL LAWN MOWER SHARPENER 


and sharpening the mowers themselves, render a much 


wanted service to their customers, and make 
profits themselves. 


liberal 


$1.50 to $2.00 PER MOWER—15 Minutes Work 


Any boy can operate the IDEAL. 
Slip the mower into the IDEAL 
dismantling, 
few simple adjustments and in 
15 minutes the mower is per- 


without 


mower, is mostly profit. 


make a 


The 





Sy SIMONDS-WORDENWHITE 








fectly sharpened—every blade 
with a true keen edge. The 


Write for prices and full information 


is extremely low. 


usual charge, $1.50 to $2.50 per 


IDEAL SHARPENER re- 
quires little space, operates off 
a light socket, and its first cost 


The Fate-Root-Heath Co., 901 Bell Street, Plymouth, Ohio 
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TRADE MARK REGD 


The Fastest Selling 
Dishmop' on __ the 
Market 
















With 12” Colored 
Handles—Choice 


of 4 Colors 
Blue, Green, Yellow, Red 
DUX combines both DISHMOP 
and DISHCLOTH. So useful 
many housewives are buying 
from six to a dozen. Dishes 
and other utensils are quickly 
washed or clean with it. 
Mop is good quality cotton 
securely stapled to SIDE. The 
COLORED handles harmonize 
with modern kitchen furnish- 
ings. Retailers are keeping 
Jobbers busy with repeats. 


One Jobber repeated 
15 times within 9 
months some _ orders 
totaling 9 gross. 


Your Jobber will supply 
you FREE, an attractive 
Metal Display Stand with 
initial order. JOBBERS 
—Send for SAMPLE and 
Prices. 


Dux Dishmop 
Company 


55 North Second Ave. 
Mount Vernon, N. Y. 
Western Office: 

519 Call Bldg. 

San Francisco, Cal. 














The. 
Handiest Capper 


You Ever Saw / 








NL ALL STEEL 


hae CAPPER 





( 


ERE, at last, is the Bottle Capper you have been 
waiting for. Small, compact—simple in con- 
struction—easy to operate. Such a handy tool, it 
just naturally sells itself. Nationally advertised 
this season in Collier’s and Elks Magazine. Attrac- 
tive individual packages and counter display car- 
tons help you make sales. Write for prices and our 
special introductory offer. 


CROWN CORK. & SEAL CO. - - Baltimore, Md. 
World’s Largest Makers of Bottle Caps 











Hardware Section of Credit Survey 


Will Soon Be Available 


By L. W. MOFFETT 


(Washington Bureau of HARDWARE AGE) 
The Domestic Commerce Division, Department of Com- 
merce, expects to issue the third and final section of its 
nation-wide study on retail credit conditions about June 15. 
This section, as stated in Harpware Ace of April 17, page 
47, covers hardware, paints, oil and varnish, coal, lumber, 


stoves and ranges, etc. The second section, which covers 
automobiles, automobile accessories, etc., will be issued 


about May 15. y 

The study, the first of the kind ever made, was under- 
taken at the request of the National Retail Credit Associa- 
tion, and is quite comprehensive. It has been well prepared 
and demand already made for part one, recently published, 
denotes that the series will receive wide circulation through- 
out retail circles of the country as well as among other 
sources interested in the subject. 

The survey in some instances goes back as far as 1925 
and runs through 1927. With a view to making the ma- 
terial of a current character, the Division will begin on 
July 1 to collect information covering 1928, 1929 and 1930 
up to date. Thereafter data will be regularly gathered and 
issued semi-annually for seven types of retail stores. This 
was determined upon to meet the wishes of a large propor- 
tion of retail establishments of the country which em- 
phasized the importance of making the information avail- 
able, thus affording a current check on the trend in con- 
sumer buying and retail credit. Hardware stores will not 
be included in the seven types mentioned which will be in- 
cluded in studies to be made public semi-annually. a 

The forthcoming section covering hardware, however, 
has been compiled and when it is released is expected to be 
of much value to the hardware trade, and in many re- 
spects to be material that it will be of a current char- 
acter. It is believed, too, that the report will show that the 
retail hardware trade will measure up well with most other 
lines when it comes to sound operations on a basis of credit 
accounts, both of the open and installment kinds. While 
it is said there may be indications where the hardware lines 
might improve themselves in this direction, the losses in the 
way of bad debts owing to credit are said to be small when 
the amount of investment involved is considered. In pro- 
portion it always has been shown that the greater the sales 
turnover on a credit basis, the smaller are the bad debts. 
The reporting 586 department stores, for instance, showed 
a loss of only 0.44 per cent in the way of bad debts on open 
credit accounts. This reflects the care with which credit 
information is gathered and the means of collection at hand. 

Judging by their credit losses, the report stated, chain 
stores followed, on the average, a more liberal policy in 
extending open credit than other stores. They had an 
average loss on open credit sales of 0.6 per cent. Other 
stores had 0.4. If the open credit loss percentage of chain 
stores is figured on a basis of total sales, however, the ratio 
is 0.02, so small as to be almost negligible. This small ratio 
indicates that the chain stores reporting did a very small 
proportion of their business on open credit. Chain stores 
had a lower installment credit loss than other stores. 

The ratio of returns and allowances was 5.9 per cent of 
gross cash sales, 14.2 per cent of gross open credit- sales, 
and 13.1 per cent of gross installment credit sales. 

es 


Present indications, are that the,complete report on the 
survey of the wholesale and retail- hardware trades in the 
Gulf Southwest will be sent to the Government Printing 


Reading matter continued on page 86 
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LF 
7 Profitable AUTO KEY 


NEW TYPE Duplicating and Code Key 
MACHINE: Startling LOW PRICE | 












-IN- 

( KODE-KUTTER 
A Tor Duphcsling and Caling from Code 
Revolutionary Design! 


Everything on ONE 
Machine 


Sells at 1/3 Usual Cost 


Merely Set Handy Dial 
Pointers at Desired 
Codes—and Cut Key! 








Now cut auto keys by code number while your 
customer waits. This amazing new-type ma- 
chine both duplicates and cuts by code. New design 
dials with quick setting pointers. All markings on 
one set dials. No extra attachments necessary. 
Startling LOW PRICE! Easy Terms! Write 
NOW! 
We Also Publish New-Type Code Service 


OUR POLICY: “We Sell Only to Locksmiths” 















LOCKSMITH SERVICE 
& SUPPLY COMPANY 


745 Beaubien St.::: Detroit. Mich. 











Clear cut 
sharp .. - 


Atlas Tacks and small nails—inexpen- 
sive in price — but priceless at a time 
of necessity. 


You should keep fully stocked with 
Atlas Tacks and small nails... they 
are a necessary item in the heen of 
your customers. The service which 
Atlas Tacks and small nails give, adds 
lasting patrons to your trade and per- 
manent friends for you. 


ATLAS TACK 
CORPORATION 
aes et ee 











Thats the Rule 7 want 
The, FARRAND RAPID RULE 


The Original Rigid-Flexible-Concave Rule 
Distributed Through Wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 















GALVANIZED —_ CLoTH 
IncAn Lee 


Look for the tag, carrying our name, at the end of every roll! 


a= The Gilbert & Bennett Mfg. Co. 


Established 1818—Amearice’s Olden Woven Wire Pacsory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Stee) Wire Cloth in all Meshes and Ganges 


New Vork City Georgetown, Conn Kensme he 
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HOTEL SERVICE BE DIFFERENT? 








... just register once 
at THE NEW YORKER 


.-. you will see 


ERE is not just the largest hotel in 

the world’s largest city...here is a 
new and quite novel idea in hotel manage- 
ment...a friendly hospitality, refreshingly 
old fashioned im spirit, strikingly modern 
in manner... The New Yorker idea of “in- 
dividualized service” is creating a new and 
pleasant phase in contemporary hotel living. 








THE NEW YORKER has 2500 rooms...every one 
with radio, tub and shower bath, Servidor, circulat- 
ing ice-water ...four popular-priced restaurants... 
Bernie Cummins’ Orchestra (Exclusive Victor Record 
Artists)...floor secretaries...located with immediate 
access to theatres, shops and business... direct tunnel 
connection to Pennsylvania Station...B. & O. Motor 
Coach connection. ..room rates $3.50 aday and up- 
ward. 85% of the rooms are $5 or less. Suites $11 


a day and upward. 


THE 


NEW YORKER 
HOTEL 


York City 


RALPH HITZ, Managing Director 


34th Street at 8th Avenue, New 








rm Merchandising 
5 sot DISPLAY 


ideas will net you peeene 
put them into practice. 


of Hardware Age ed 
that modern sale 
demand it 
ut correct, 
n serving 
years 

-—help 


Clever selling 
unless you 


= itors 
+ years the editors, oe 
Sn ellis you to. display ; reeon 
ssychology and stiff yeaa witho' 
= open display is ee has bee 
nodern equipment. He “4 Age for 
the readers 0 Hardware ne gine 
-emodeling their stores—ré -eq 
rhe to build up their business. tory, just 
” For the complese bog sesh ‘iter 
P s 6c? > . 
ter ad gal _no obligation. 
1 


M PANY 
_HELLER & CO NY 
3 .= Sereet, MONTPELIER, O 





BUSINESS BUILDING STORE EQUIPMENT 








AcE was told by Edward F. Gerish of the Domestic Com- 
merce Division, Department of Commerce, who has charge 
of the study. Since the field work was recently finished, 
work of compiling the data has been under way, and it is 
planned to issue a preliminary statement about the second 
week of May. This materrial will cover items by States, 
dealing with such data as net sales, stock turnover, the re- 
lation of cash and credit sales, and capital invested. The 
survey will cover 102 wholesale hardware establishments, 
460 retail stores and 65 chamber of commerce reports. The 
entire survey covers establishments in Texas, Oklahoma, 
Arkansas, Louisiana, Mississippi, Missouri and Western 
Tennessee. 


oh ee ~ 

It is now understood that discussion within the Federal 
Trade Commission concerning a possible change regarding 
trade practice conferences relates to so called Group II rules 
which are those accepted by the Commission merely as ex- 
pressions of the trade but whose legality or illegality is not 
passed upon by the Commission. Doubt exists that it is 
the purpose of the Commission to entirely abandon the 
rules, as has been reported in some quarters. It is claimed, 
however, that two of the commissioners favor withdrawal 
of any recognition of the rules while the remaining three 
members are in favor of rewritten rules which would be 
submitted to trade groups without previous hearings. It 
would then be left to the trade group either to accept or 
reject the rules. The désire fora change in the rules is 
said to be due to the claim that in some instances they have 
been used to fix prices. 

ie, me 

The Federal Trade Commission has announced that text 
writing of the draft report of the inquiry into resale price 
inaintenance is nearing completion and that the report will 
soon be before the commission for consideration. Tabu- 
lation of the various data is practically completed. The 
volume will present a study of financial effects of price 
maintenance. It will be the second and final report. 


Egry Com-Pak Record Register 


The Egry Register Co., Dayton, Ohio, manufactures a line of 
electrically operated Com-Pak registers in all counter and cash 
drawer (auditor) models of Manifolder, Record, Summary and 
Analyzer type. All models except the Manifolder retain a pri- 
vate checking record in the locked compartment of the register. 
One writing on printed-to-order continuous length consecutively 
numbered forms produces up to five carbon copies of the original 
entry, all clear cut and legible. 





An electric motor operates the illustrated Record model, on 
either A.C. or D.C. current. It has gear reduction chamber closely 
fitted to the left side frame of the register cabinet. Starting 
lever is located in front and above gear box. Because of its 


| electric features the register may be sunk in the counter or desk, 


flush with register top. The Com-Pak may be operated by hand 
instantly when current is temporarily curtailed. 
Com-Pak registers are constructed with molded Bakelite sides 


| and may be obtained in any of seven distinctive Egry shades to 


match any modern color scheme. 


Reading matter continued on page 88 
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The Hammer Holds the Tack 


aibiapgies 






“Horseshoe Magnet”? Hammer 
Trade Mark 


Almost everybody knows how difficult it 
is to hold a tack and drive it in hard-to- 
reach places. 


A tack placed on the magnet end of this 
hammer will not drop off. 


This is the original “Horseshoe Magnet” 
Hammer. Fine steel and guaranteed a 
strong, permanent magnet. A great fa- 
vorite for homes, stores and shops. 


Special shapes and sizes for many uses. 
The best magnet hammer on the market. 
Good profit. Write for prices. 





Name and design trade marks registered U. S. Pat. Off. 


Silver Medal, Panama-Pacific Exposition 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass 


Sole Manufacturer 


STAR HEEL PLATES 


“PIONEER BRAND” 
They have stood the test for over 25 years, and have 
been and always will be superior to other brands. Why? 
Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


Send us your order today. 






No. 6 
No. 5 
No. 4 
They 
sell 
and No. 3 
sell 
and 
sell No. 2 
No. 1 
StAR YS 
No. 0 


These illustrations are % size. 


STAR HEEL PLATE CO. 


LOUIS SACKS, Inc. 
Newark, N. J. U. S. A. 

















WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 





Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all] over your shoulder. 


You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow sulked. 


There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 
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Torch, Plumbers’ Tools 
and Furnace Catalog 


Otto Bernz Co., Inc., 17 Ashland St., 
Newark, N. J., has recently published 
catalog No. 50. This catalog illustrates 
and describes in detail the “Always Relia- 
ble” line of torches, furnaces and some 
of the plumbers’ tools manufactured by 
the organization. 


Grammes Metal Products 
Booklet Issued 


An interesting and instructive illus- 
trated booklet has been published by L. 
F. Grammes Sons, Inc., Allentown, 
Pa. It is entitfed “Grammes Metal Prod- 
ucts.” The various departments of the 
factory are illustrated and described, and 
the methods of manufacture are touched 
upon to a small degree. 

The balance of this booklet is given to 
illustrated pages showing the various 
lines and types of merchandise manufac- 
tured in the plant and a section devoted 
to a price list. 


Ott-Heiskell Co. 
Illustrated Catalog 


Ott-Heiskell Co., Wheeling, W. Va., 
is offering the trade its profusely illus- 
trated catalog No. 33. It contains more 
than 420 pages of hardware and supply 
items. Many of the items are illustrated 
and some appear in colors. With the 
catalog there is also a net price list and 
discount sheet for dealers. 

Items in this catalog have numerous 
points explained which would be useful 
in the salesman’s talks with customers. 
Prices and specifications are clearly indi- 
cated. 


Beardslee Chandelier Co. 
Advertising Folder No. 5 


Beardslee Shade-Lyte advertising folder 
No. 5 illustrates and describes the adver- 
tising helps supplied in mat form to deal- 
ers. In all of these helps there is room 
for the name of the dealer. 

Many of the mats show the products 
offered, while others illustrate some light 
principles or laws and make suggestions 
for their use. Although the company’s 
fixtures are featured in these advertise- 
ments, there is also much valuable in- 
formation in the ads offered. 


Coated Fabrics Booklet 


A 57-page book on oilcloth and coated 
fabrics, containing samples and color de- 
signs of more than 80 patterns, has been 
issued by Columbus Coated Fabrics 
Corp., Columbus, Ohio. This compact 


booklet contains information regarding 
sizes, packing, shipping and sales stimu- 
lating methods. 

Included in the booklet are designs 
for use as decorative table covers, shelf 
cloths, art and printed glazes and dam- 


NEW 
ATALOGS 


AND 


DEALERS’ 
HELPS 


AVAILABLE FROM 
MANUFACTURERS 


asks. Illustrations show effective ways 
of using the products manufactured by 
the company. 


Chain Information Book 


American Chain Co., Inc., Bridgeport, 
Conn., has a book which gives in a con- 
cise manner facts and figures concerning 
all types of welded chain. Included in 
this book there are tables of sizes, 
weights, loads and directions for taking 
measurements. 

Information is given telling how to 
order chain in accordance with the 
A.S.T.M. and A.R.A. specifications and 
includes excerpts from these specifica- 
tions. Rules and cautions issued by the 
Chain Institute are given in this new 
book. 


Kentontoy Catalog Offered 


The Kenton Hardware Co., Kenton, 
Ohio, has a new 40-page catalog. It is 
known as catalog No. 30 and shows the 
most popular numbers of this well-known 
cast iron line, and presents new toys 
recently introduced to the trade. 

In addition to the regular pull toy 
lines, there are many new mechanical 
toys which have been added to the line. 
These toys are accurately described and 
are clearly shown by beautiful color 
plates. 


Wellington J. Smith Co. 
Fan-O-Zone Manual 


Wellington J. Smith Co., 1105 Chester 
Ave., Cleveland, Ohio, has issued a man- 
ual of suggestions for dealers and sales- 
men handling the Fan-O-Zone machines 
produced by that organization. 

How to sell this product and where to 
sell it is fully described. There are nu- 
merous talking points and sales methods in 
addition to means of demonstration given 
in this booklet. In selling this line of 
machines, the uses of ozone must be 
known, and there are many suggestions 
for its use. 


Western Cartridge 
Dealers Sales Helps 


“Sales Helps for Western Dealers” is 
the title of the new booklet issued by 
Western Cartridge Co., Hunter Ave., East 
Alton, Ill. Metal store sign, window 
transparency, shell stickers, counter cards, 
window display pieces and literature for 
retail distribution are described and illus- 
trated in this booklet. 

Mats and electros are described and 
shown which- are available to the retail 
dealer for advertising in local newspapers. 


Independent Lock Catalog 


Independent Lock Co., Fitchburg, 
Mass., has recently issued catalog sup- 
plement No. 9-A, illustrating new locks, 
key blanks, etc., added to the line of 
products manufactured by that organi- 
zation since the issuing of catalog No. 9 
on Jan. 1, 1930. In the supplement there 
are a great many new and _ interesting 
items, developed recently. 





Landers, Frary & Clark 
Universal Range Catalog 


Landers, Frary & Clark has issued an 
attractive illustrated catalog showing the 
line of time and temperature control de- 
vices and electric ranges manufactured 
by it. Aluminum cooking ware and elec- 
tric heaters are also given some atten- 
tion in this booklet. 

In this illustrated booklet the features 
of the different members of the range 
line are illustrated and explained in full 
detail. 


Greenfield Manual of 
Small Tool Equipment 


Greenfield Tap & Die Corp., Greenfield, 
Mass., has issued the April, 1930, edition 
of the G T D Manual of Small Tool 
Equipment. It contains information as 
to the proper usé of small tools used in 
automotive and aircraft maintenance 
work. Additions to the reamer and drill 
lines of the organization are shown, and 
specifications of the members of the line 
are indicated. 

In the manual the publication of net 
dealer prices is shown in red after the 
regular list prices, showing the actual 
cost of the tool to the user. With this 
feature it is not necessary to figure com- 
plicated discounts in order to find the cost 
of an item. Many of the items are il- 
lustrated. 





Brown & Sharpe Mfg. Co. 
Issue An Attractive Booklet 


Brown & Sharpe Mfg. Co., Providence, 
R. I., has issued a catalog supplementing 
their catalogs Nos. 31 and 139. It is an 
attractive booklet of 20 pages, containing 
illustrations and specifications of the 
newer members of the company’s line. 
Prices quoted supplant those in the pre- 
vious mentioned catalogs. 
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28 Warren St. 
New York 


THE JAMES SWAN COMPANY, Seymour, Conn. 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 
BORING MACHINES AND EXPANSIVE BITS 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 
Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 














Meets All Competition 


Here is a good Ball 
Bearing Grindstone 
that you can sell at 
a LOW price, meet 
competition and give 
vour customers a 
Mounted Grindstone 
that they will agree is 
splendid value for the 


money. 


Frame is angle steel 1” 
x 4” substantially braced 
and fitted with ball bear- 
ings on shaft and crank. 
Has detachable cold rolled steel shaft. Mounted with a 
good Ohio stone 20” diameter by 134” to 2” thick. 
Shipped folded complete, stone crated separately to save 
freight. Send for Catalog and Prices. 





The Cleveland Quarries Co. _Giamdy, 
Cleveland, Ohio g C od 

283 Front St., New York “a ) 7 
Lombard & Co., Inc., Boston, Mass. Ne 


New England Agency 








No. 12, 1 inch 


For the Sharp Ends 
of Rocking Chairs 


have quickly found favor with the 
trade. A positive protection against 
the sharp ends of 
rocking chairs. 
Durable and easily 
fitted to the rocker. 


Catalog, prices and 
terms on request. 


Elastic Tip Co. 
370 Atlantic Ave. 
Boston Mass. 





No. 13, 7% inch 











SINCE 


Pliers, 
Tackles, 
Climbers, 


Lag Wrenches, Sleeve 
Twisters, Wire Grips, 


Tree Trimmers, Belts 








Mathias 





1857 








& Sons 


KLEIN 
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Just try these 
on Your Counter 


The Fairmount No. 555 Nest O’Wrenches combines 
quality, selling speed and a good margin of profit 
to make the dealer’s investment in it profitable. 


Properly designed and drop forged, each wrench 
can be depended upon to give satisfactory service. 
Attractively packed, and the package lending itself 
readily to counter and show case display, quick 
and easy sales are assured. And with each sale 
there goes a substantiai profit. 


Ask your jobber about this popular Fairmount line 


or write to us for full details. 
“Al a Gre) rl 9) UN a 
CLEVELAND, OHIO 


siele) ao ie te vote) 


1061! QUINCY AVE 


\ | | TOOLS GIVE SERVICE AND can (7 











| SPEED UP 
SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH - PROUTY COMPANY 
DANVILLE, ILLINOIS 



























A 


Good 
Seller 


Makes soder 

self-fluxing, adheres 

readily to the surface, 

and assures secure electri- 

cal and mechanical joints. 
Never corrodes work. 


Sizes: 2 oz., 4 0z., % lb. and 5 Ib. tins. 
Also 2 oz. tubes and in bulk sizes. Ap- 
proved by National Board of Under- 
writers. Keep stocked. Sold through 
Jobbers. Full sized can FREE. 


L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave., Chicago, Il. 











Coming Hardware: 
Conventions 


HARDWARE ASSOCIATION OF THE CAROLINAS CONVEN- 
TION, Myrtle Beach, S. C., June 10, 11, 12, 1930, Arthur 
Craig, 804-6 Commercial Bank Bldg., 
Charlotte 


R. sec.-treas., 

i ie oe 
LovuIstaNA RetaiL HARDWARE 

ASSOCIATION CONVENTION, 


IMPLEMENT 
Or- 


AND 
Hotel Roosevelt, New 


leans, June 9, 10, 11, 1930. Guy Nason, sec., Starkville, 
Miss. 

MInNesota Retart Harpware AssociaTION Con- 
VENTION, Feb. 17, 18, 19, 20, 1931; place of meeting to 


be announced later. Charles H. ‘Casey, 
Nicollet at 24th Street, Minneapolis. 
Mississippt. RETAIL 
ASSOCIATION CONVENTION, 
16, 17, 18, 1930. Guy Nason, sec., 


NATIONAL 


manager- -treas., 


HARDWARE AND IMPLEMENT 
White House, Biloxi, June 
Starkville. 


RETAIL HarpWaARE ASSOCIATION CON- 
GRESS, St. Louis, Mo., June 24-28, 1930. Herbert P. 
Sheets, managing director, 130 E. Washington St., 
Indianapolis Ind. Hotel Headquarters, Coronado Hotel. 

New ENGLAND RETAIL 
CIATION CONVENTION AND EXHIBITION, Boston, 
18, 19, 29 1931. Convention at Paul Revere 
Exhibition at Mechanics Building. George A. Fiel, 
retary, 80 Federal St., Boston, Mass. 


New YorkK 


HARDWARE DEALERS AsSo- 
Feb. 


Hall. 


séc- 


ASSOCIATION 
Rochester, Feb. 17, 18, 
Hotel Seneca. Sessions 


STATE RETAIL HARDWARE 
CONVENTION AND EXPOSITION, 
19, 20, 1931. Headquarters, 
and Exposition at Edgerton Park. John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van- 
Dussen, Manager Exposition, 286 North Street, 


Rochester. 


ol 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
AssociATION CONVENTION comprising the State asso- 
ciations of Alabama, Florida, Georgia and Tennessee, 
Atlanta, Ga., May 13, 14, 15, 1930. Walter Harlan, 
701 Grand Theater Bldg., Atlanta. 


sec., 


61 Per cent of Retail Business Is 
Done By Independent Dealers 


The independent retailer still maintains his place as 
the principal channel of distribution in American busi- 
ness. Of the $41,000,000,000 worth of goods sold in 
retail trade annually in this country, the independent 
store handles approximately 61 per cent or over $25,- 
000,000,000 worth of the total sales. 

The latest investigation conducted by the United 
States Department of Commerce analyzes the remainder 
of the retail sales of the country in the following man- 
ner. Department stores take second place with 16 per 
cent of the total business or approximately $6,500,- 
000,000. Chain stores are in third place with a figure of 
approximately $6,200,000,000 or 15 per cent of the total 
and mail order houses are next with 3.8 per cent of the 
total, followed by house to house selling and company 
stores with 2 per cent each. 
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FAULTLESS CASTER COMPANY 












Divot Gearing 





EVANSVILLE. iNDIANA. 


Canadian Factory: Stratford. Ontario 








YERS “rnee 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf stock—to 
make ible an ient for clerks and stock men 
to handle with absolute safety—to insure quick service for 
wholesale or retail trade—install one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
tion and noise and produce a ladder of ample strenyth for 
safety, convenience and efficiency. One style only—neat of 
design—attractively finished—any height—easily installed — 
meets most requirements. Circular on request. 


mE FR E.MYERS & BRO.co 
ASHLAND, OHIO. 





















PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


PAINE 


SPRING WING TOGGLE 


are used for attaching any ob- 
ject to a hollow wall or ceil- 
ing. 

They work instantly in any 
position in any hollow ma- 
terial. 


The SPRING Does It 


Catalogued and stocked by a 
majority of the Hardware, 
Electrical and Plumbing Job- 
bers of the country. 

Samples and prices on re- 
quest. 





The Paine Company {ppg s."'Now Yor WY: 














Wickwire Brothers 
Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 
Bessemer. 

The complete product is made in our own 
plant—we control every operation. Our 
method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 


Your Jobber Will Supply You. 


¥ j 

5 Se 
Y + ey 
ry 


y Aah , 


é ss x 


i 
SP 
” 











since 1907 


COLDWELL ‘“CUB” 


Power Lawn Mower 
and Roller 


Extra profits for Spring and 
Summer are yours—Canvass 
your local cemetery, 
Schools, Parks and 


Estate Owners. 








Write for par- 
ticulars. 


COLDWELL LAWN MOWER CO., Newsurcn, N. Y. 

























Sellers 
in our new 


"window front 
A packets. 
\ Get a Display from 


your Jobber. 








MOORE PUSH-PIN CO., PHILADELPHIA 
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Hot of the Nail Ke 


Little yarns that others have laughed over 


culled from various sources. 


As a contem- 


porary puts it; “Some of them have been 


copied, the rest will be.” 











| 
We’ve just heard about the | “Nora; why haven't you 


Scotchman who _ insisted 


his wedding ceremony be per- | 


that | brushed down that cobweb?” 


“Cobweb? Lor’, mum, I 


formed in the back yard so that | thought that had somethin’ to 
the chickens could pick up the | do with yer wireless.” 


rice. 
Speaker: ‘These aren’t my 
own figures I’m quoting. 


They’re the figures of a man 
who knows what he’s talking 
about.” 





In the days when it was con- 
sidered quite the thing to enter- 
tain the doughboys in private 
homes, Mrs. Vanastorbilt called 
up the Army and Navy Club 
and said, “I should like to have 
two of your men come to dinner 
with us Sunday at half past one, 
but please be sure that they are 
not Jews.” 

When Sunday came, two 
chocolate colored privates rang 


the bell at the Vanastorbilt 
house. Mrs. Vanastorbilt was, 
of course, greatly surprised. 


“Why,” she stammered; “who 
invited you here?” 

“Our Commanding Officer, 
Captain Cohen,” replied one of 
the privates. 





Traffic Cop—“Yer hitting 
sixty !” 
She—“But 


the man said I 


could go as fast as I wanted— 
after the first 500 miles.” 








“That reminds me,” said the 
man who watched the steam 
shovel at work. “I’m to play 


”? 


golf tomorrow afternoon! 





The doctor told Jones not to 
stay out late at night. You 
think the night air is bad for 
me, Doc? 

No, said the physician, it isn’t 
that; it’s the excitement after 
getting home that hurts you. 





My husband and I were 
watching a team pulling a load 
up a hill. 

I said: “I wish we could pull 
together as nicely.” 

My husband replied: “There 
is only one tongue between 
them.” 





Fair saleslady: “Could I in- 
terest you in a Studebaker ?” 

Youth: “Lady, you could in- 
terest me if you were in a sec- 
ond-hand flivver!” 








The tourist guide was getting 
tired. He had to answer too 
many dumb questions. ‘And 
just where did you say this rock 
came from?” inquired another 
wahoo. The guide politely re- 
plied that a glacier brought it 
down. Then up spoke the in- 
quisitive one again: “And where 
did the glacier go?” 

“Aw,” said the guide, “it 
went back after another rock.” 





—AND, ALL JOKING ASIDE 


Down in Missouri a farmer 
had an ox and a mule that he 
hitched to the plow. One night, 
after several days of continu- 
ous plowing, and after the ox 
and the mule had been stabled 
for the night, the ox said to 
the mule: “Partner, we’ve been 
working pretty hard lately, let’s 
play off sick tomorrow and lie 
here in the barn all day.” Said 
the mule, “You can if you want 


| to, but I'll work.” 


Next morning when the 
farmer came out the ox pre- 


tended he was sick. The farmer 
bedded him down with clean 
straw, gave him fresh hay, a 
big feed of oats and bran, and 
left him for the day. 

That night when the mule 
came in, the ox asked him how 
he made out plowing alone all 
day. 

“Well,” said the mule, “it was 
hard and we didn’t get much 
done.” 





“Did the old man have any- 
thing to say about me?” asked 
the ox. | 

“No,” replied the mule. 

“Well, then,” went on the ox, 
“T believe I’ll play off sick again 
tomorrow ; it was certainly fine 
lying here all day.” 

“That’s up to you,” said the 
mule, “but I’ll go out and plow.” 

The next day the ox played 
off again, and the farmer 
treated him as he had the day 
before. When the mule came 
in at night the ox asked him 
how they made out. 

“About the same as 
day,” replied the mule coldly. 

“Did the old man have any- 
thing to say to you about me?” 
again inquired the ox. 

“No,” replied the mule, “not 
to me, but he did have a long 
talk with the butcher on the 
way home.” 


yester- 





“Do you carry B-elimin- 
ators?” 
“No, sir, but we have roach 


powder and some fly swatters.”’ 





“I’m through with Freddy.” 

“How come, dearie?” 

“T heard him telling Jack that , 
he tried out Ethyl in his Buick 
last night.” 





Jack: I’m going to kiss you 
when we get to the end of the 
road.” 

Grace: “Don’t you think 
that’s going a bit too far?” 





“But surely,” urged Jones, 
“seeing is believing.” 

“Not necessarily,” replied 
Brown. “For instance, I see 
you every day.” 





Chemistry Professor: “What 
can you tell me about nitrates ?” 

Student: “Well-er-they’re a 
lot cheaper than day rates.” 








Customer—“Have you a book 
in stock called ‘Man the Mas- 
ter?” 

Clerk—“Fiction department is 
on the other side of the store. 
or.” 





“Mother,” said a little boy 
after coming from a_ walk. 
“T’ve seen a man who makes 
horses.” 

“Are 
mother. 

“Yes,” he replied. “He had 
a horse nearly finished when I 
saw him; he was just nailing 
on his back feet.” 


you sure?” asked his 


























A FLUX 
for ALL 


METALS 


For over 18 years Rubyfluid has sold well and 
given entire satisfaction to Plumbers, Tin- 
smiths, Workers in Brass, Steel and Copper; 
Electricians, Art Glass Workers and others. 
Rubyfluid fluxes ALL metals perfectly and the 
metal is never affected with rust or tarnish. 
Contains no poisonous fumes. 

Sizes: % Pt. to 10 Gal. cans. Write for FREE 
Sample Can and Prices. 


RUBY CHEMICAL CO. 
68 McDowell St., Columbus, Ohio 














HARDWARE AGE for MAy 1, 1930 


SAMSON 


SAMSON CORDAGE WORKS 
BOSTON, MASS. 


TRADE MARK 


SASH CORD 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
‘There IS a Difference in Sash Cord” 
CTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 
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COLORED 
METAL KEY 
SIGN 


Actual Size 










The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 


GIVE THEM 





AAAA 


Half Set 
No. 114 








Phenix Mfg Co, Milwaukee 
HARDWARE 


Used on important Government 











buildings — recommended by the 


































ing Cutter. - : : 
leading architects—Phenix Hang- 
a ee ers and Fasteners have stood the test of = 
12 Warren St., New York City time. Their strength, utility and finish 
make them a most profitable hardware 
Jimmy a line. Half Set 
r Latches alf Se 
Proof = . 
Locks Padlocks Say Phenix Mfg. Co. 032 Center St. —— 
MILWAUKEE, WIS. 
High in Quality—Low in Price 
Half the merchandising failures 
in one retail field that has had ‘ 4 r . : 
caatiith da we ce Forsberg No. 60 metal handle pistol grip frame. Solid, 
aeithabaiiie: ts ‘ecenaueaul: ae rigid with reinforced back. Practical for every hack 
wrong items. Let the pages of eo Pitino epee 
This is only one of Forsberg’s popular saw numbers. 











HARDWARE AGE help you in 
the selection of salable goods 
and in the most effective 
methods of merchandising them. 









THE FORSBERG MFG. COMPANY 


Bridgeport - - - Connecticut 


“The Hack Saw Specialists” 
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REAL METAL Solde 
in Paste Form— 
Packed in 
Collapsible 


a 


A 











Greatest Soldering Convenience 

Ever Invented. 

Every Electrical Connection 

_orIntricate Job Needs ~ 
SOLDERALL. 
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CLASSIFIED OPPORTUNITIES 














CLASSIFIED ADVERTISING 
RATES 


Positions Wanted and Help Wanted 

advertisements at Special Rate of 

ene cent a word, minimum fifty 
cents per insertion. 














Use the “Classified Opportunities Section’”’ to reach Hardware Manufacturers 
Ppo 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply te “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales 
tives Wanted” Advertisements. 
Set Solid, Minimum of 5 lines......$3.00 
Each additional line............ .60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............ .80 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
B fimch. cccccccccccccccccccccc cc cOOO 
Each additional inch............+. 400 


Discounts for Classified Ad 
4 insertions, 10% off; 8 insertions, 15% off 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published each hy <p 
Forms close Nine Days previous toe date eo 

















advertisoments and replies te 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 




















POSITIONS WANTED 


HELP WANTED 











HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR THN TIMES THE WEEELY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














FIFTEEN years in the Housewares Business, with one house, enables 
the advertiser to handle a position of responsibility, either as sales man- 
ager, or sales representative. Ten of these years as sales manager for 
one of the larger jobbers in the middle west, where his activities were 
worthy of commendation, places him in a position to serve any live wire 
concern in a profitable manner. For interview address Box 7375-A, care 


of Harpware AcE, Otis Bldg., Chicago, Ill. 





EXPERIENCED hardware salesman with wide acquaintance among 
Hardware Jobbers throughout the U. S. desires connection with reputable 
manufacturer. Have sold the jobber, large retail and chain stores in 
Metropolitan New York for past 4 years. Now employed, seeking oppor- 
tunity for greater growth. References exchanged. Address Box 1-799, 
care of Harpware Ace, New York City. 





UP-TO-DATE window-trimmer, store display and hardware-salesman, 
speedy card writer desires Position in S ., with a live firm with a 
future. Over twelve years’ experience with leading Canadian departmental 
hardware stores. Latest merchandising and sales promotion methods a 
_— Age 31. Address Box I-797, care of Harpware Ace, New York 
it 


y. 





SALIEESMAN—Fifteen years’ experience, acquainted Jobbers and Retail 
Hardware Department Store and Sporting Goods Buyers New York, Penn- 
sylvania, Northern Ohio; Not New York City, not Philadelphia. First 
class references. Wants lines of real merit to match conscientious effort; 
either full or part time. Address Box I-806, care of HArpWARE AGE, New 
York City. 





Experienced Salesman, six gem in metropolitan and Westchester terri- 
tory, ae tion or manufacturer’s representative. 
Have car and prefer Westchester and lower Connecticut territory. Highest 
sehenences furnished. Address Box I-789, care of Harpware Ace, New 

oO ity. 





WANTED EXPERIENCED HARDWARE MAN 
A large General Department Store located in the Southwest wishes to employ 
an experienced Hardware man. The man we want must have a broad knowl- 
edge of General Hardware lines, tires, automobile accessories, electrical ap- 
pliances, washing machines, etc. He must be experienced in sales promotion, 
advertising, display and in the selecting and training of his personnel. He 
must have a successful record as a profit producer. 
In replying give details of your past connections, 
education and salary requirements. 
Your reply will be held in strict confidence, and no references will be 
investigated without your permission. Address Box 1-802, care of Hardware 
Age, New York City. 


responsibilities, age, 














BUSINESS OPPORTUNITIES 








CUTLERY FACTORY 


specializing in scissors (ordinary steel and stainless steel), table 
service ware (plain steel and stainless), fruit knives (bronze-alum- 
inum and stainless), wishes to connect with company which will take 
all or part of its production. Reliable references required. Address: 
Maison Pascal-Ferrfer, 21 rue Georges Clemenceau, 
Thiers (Puy-de-Dome), France. 














ADDED PROFITS DERIVED FROM THE SALE OF GENUINE 
NAVAJO RUGS direct from the Indian reservation. More demand for 
these rugs each day. A liberal arrangement will be made for those who 
wish to add this profitable line. Gallup Mercantile Company, Gallup, New 
Mexico. 





FOR SALE. 


-~Business and building in Weston, Missouri, consisting of 
hardware, implement, furniture, plumbing and tin shop. eason for sell- 
ing, recent death of my wife and failing health. Yearly sales run from 
$60,000 to $70,000. If interested, call or write for particulars. Rumpel 
Hardware and Implement Company, Weston, Missouri. 





RETAIL HARDWARE STORE FOR SALE in a live Pennsylvania 
town of 2800. Has been good paying business for many years. The owner 
has good reasons for wanting to sell; would take in a partner if he could 
find the right person. Address Box I-801, care of HARDWARE AGE, New 
York City. 





FOR SALE—Retail hardware business in Detroit; $15,000.00 in inven- 
tory and fixtures: an unusual opportunity. Address 5. A. Commons, 1661 
Lawrence Ave., Detroit, Michigan. 





WE ARE IN THE MARKET for a large quantity of Mislettered Milk 
a Please quote us. THE PECK COMPANY, St. Johnsbury, 
ermont. 





SALES ACCOUNTS WANTED 








HARDWARE AND HOUSE FURNISHING MAN 
experience desires position as salesman or buyer for retail store. 
Box I-800, care of Harpware AGE, New York City. 


with 20 years’ 
Address 





POSITION. WANTED—Having had wholesale and retail experience I 
am well) qualified to handle your job. What have you to offer? Honest, 
industrious and capable. Well acquainted in Chicago and Northern Illinois. 


City. of reference. Address Box I-784, care of Harpware AGE, New York 








Manufacturer’s Opportunity 


Established selling organization of excellent reputation, national 
in scope, with clientele embracing largest jobbers, mail order and 
chains, seeks additional lines for country wide distribution. Possess 
facilities for taking entire factory output and carrying accounts if 
desired. _— Box I-803, care of Hardware Age, New 

or 
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CLASSIFIED OPPORTUNITIES 





SALES ACCOUNTS WANTED 





SALES REPRESENTATIVES WANTED 








Established Corporation 


located in the Hardware District of New York is in the 
market for additional hardware lines for the Hardware 
Trade. At present is selling seasonable merchandise. Have 
fair warehouse space for handling stock. Address Box 
7369-A, Care of Hardware Age, Otis Building, Chicago, III. 








Be 


WANTED — — 


Specialty Salesman calling on Hardware Dealers and Depart- 
ment Stores to handle very profitable side line. Write for 
details. Give full particulars as to lines now carried and 
territory covered. 


Address Box 1-790 c/o Hardware Age, New York City 














I am expanding my territory to cover the architects in the state of 
Florida and want accounts covering various items used in the construction 
business. Have working architects’ offices since 1916. Carry stock 
and complete organization and am ts financed to take on any account 
which I may care to take on. . E. FROST, P. O. Box 3216, West 
Palm Beach, Florida. 





CHICAGO District Distributor Selling Industrial Plants, wants to 
add to present supply lines. Requires high grade items on exclusive ter- 
ritorial arrangement. Can buy outright, carry stock or sell on a_com- 
— < Address Box 7376-A, care of HARDWARE AGE, Otis Bldg., 

icago, 





MANUFACTURERS’ Representative, with warehousing facilities and 
following among the jobbing and industrial trade, desires good hardware 
line for Illinois, Indiana and Wisconsin. Address Box I-793, care of 
Harpware Acz, New York City. 


SALES REPRESENTATIVES WANTED 


WANTED—A resident commission salesman for the sale of a well 
known line of Locks and Builders’ Hardware in States of Texas and 
Oklahoma. Address with references Box I-798, care of HarpWARE AGE, 


New York City. 











LUSTROUS Aluminum Stove Pine beautifies a gas stove, and lasts a 
life-time. Every stove dealer a nrospect. Territories open. McCarthy 
Mfg. Co., Pear Ave., Cleveland, Ohio. 








SALESMEN TO SELL AMERICA’S COMPLETE LINE of high 
grade Dog Furnishings in following territories: 1—Pennsylvania, Maryland, 
District of Columbia; 2—Virginia North Carolina, South Carolina, Georgia, 
Florida; 3—Texas, Oklahoma, Kansas, Arkansas; 4—Washington, Oregon, 
California. Commission basis. Craftsman Leather Specialty Co., Inc., 
Dayton, Ohio. 





SALES REPRESENTATIVES to handle well established staple line 
of hardware through the jobber and large dealer trade. Many excellent 
accounts in all available territory. Exclusive territory given. Address Box 
1-805, care of HARDWARE AGE, advising accounts now handled and whether 
one or more salesmen cover territory desired. 





SALESMEN calling regularly on hardware jobbers and larger dealers 
and department stores to sell highest quality sharpening stones—Pocket 
and Desk Hones, Kitchen Knife Sharpeners, Scythe Stones, Oil Stones 
and Grinder Wheels—as side line on commission basis. Quick sellers and 
repeat. Few light samples. Prices that will get the business. GOODRICH, 
1500 Madison, Chicago, III. 





MANUFACTURER of Hickory Tool Handles wishes to appoint agents 
throughout the country and Canada for sale to wholesale hardware and 
mill supply jobbers. We manufacture full line including axe, sledge, 
pick, hammer, hatchet handles, etc. Give reference. Address Box I-796, 
care of HArpware AGE, New York City. . 





SALIESMEN, who call on Jobbers and Better Class of Retail Hardware 
stores for the East and Middle West to carry a line of Builders’ Hardware. 
Liberal commission. Address Box 1-804, care of HARDWARE AGE, New 


York City. 
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SALES REPRESENTATIVES WANTED 


In a recent issue of this paper under the classification 
of “Sales Representatives Wanted" were twelve dif- 
ferent advertisements for salesmen calling on the re- 
tail hardware trade. 


It looks as if hardware concerns knew where to “go 
for hardware salesmen, doesn't it? 


And by this same reasoning it looks as if these con- 
cerns reckon that men know where to ‘go to find 
these opportunities. 


It’s a good paper that serves the trade “*both ways, 
isn't it? Try it and see. 


HARDWARE AGE, 239 West 39th St., New York 
“Classified Opportunities Section” 


Address— 
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MOE’S GARDEN TROWELS 





Fine 25c Leaders 


Made of smooth heavy pressed steel, with blade and 
handle all in one piece. 


Accurately formed, full size, and just the right shaped 
handles to afford an easy grip without fatigue. 


High grade durable tools, finished in baked black 
enamel and fitted with nickel plated end caps. 


Write for Catalog and Prices 


(oEFT & COMPANY 


2305 Davis St. North Chicago, III. 








DISPLAY CABINET D19 










REFILLS: 
) D 19 Assort- 
ment: Packed 
¥y gross sets: 
1 1 doz. each of 
> Se, 
and %". $9 


Costs 
Dealer 
$3.00 


Cost dealer $9 per gross sets, sell for $14.40 


DOMES of SILENCE 


are Nationally Advertised 


QUICK SELLERS. 
You're sure of a good profit also. 


Ask your Jobber for Genuine 
Domes of Silence and look 
for the name inside of each 
dome. 

If your Jobber cannot sup- 
ply you—write us direct. 


We also make all grades of Sliding Casters, Pin Slides, 
Slides, Radio Felt Feet, Insulated Slides, ete. 


DOMES of SILENCE, INC. 


21 Pearl Street New York City 





Felt 

















Rom, / 





—————. 


SPRING TIME 
is PROFIT TIME 


—for Deal 
J Sar 
SAIL a) 






This Handy , 
DEMONSTRATOR 

~a real saleswinner for your counter 
FREE with. order for a dozen $2.00 


checks 
(11 cartoned—1 mounted) 








$1 Buys the ‘77” 


Who wouldn't pay a_ dollar for 
this cuick, silent, positive ROSE 
Screen Door Check! 











selling, 
the trade! 
Banishes slamming, banging, crashing of 
all light doors. Closes them swiftly, silently 





ers who sell 


ROSE 


SCREEN DOOR CHECKS 


Hone owners, apartment owners. business 
building owners — everywhere — will want 
these screen door checks! 
Get ready early for the big demand this 
year. Stock the ROSE n-o-w! 
most efficient check ever offered 


. and sells for only $2.00! 


Write for New Successful Selling Plan 
and Ask Your Jobber Salesman! 


FRANK ROSE MFG. CO. 


Hastings, Nebr. 





Consumers have 
come to recognize 
the netting with 
the rooster label 
as the highest 
quality product 
that costs no more 
than the ordinary 
kind. 


G. F. Wright Steel 
& Wire Co. 


Worcester, Mass. 


SUPERIOR 








The fastest 
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Well Known Brands Forged High Grade Steel 


Our tools with COLOR TIPPED HANDLES have met with a ready reception and have greatly stimulated 
business for our distributors. 

The colors, Red, Green and Orange are a bright, snappy, attractive, glossy, hard, permanent lacquer, which 
remains brilliant and if soiled can readily be restored by wiping clean with a damp cloth. 

The tipped handles are furnished without extra charge on _first-quality HAMMERS, HATCHETS, 
KAMP, HUNTERS, and HOUSE AXES, in any one color, packed 6 to a carton, or if preferred, 2 each of 
the three colors, in a carton. 

On AXES with No. 1 grade or better handles, we will furnish any one of these colors 14 doz. to the crate, but 
not assorted in the crate. 


WRITE YOUR JOBBER FOR PRICES, ETC. 





( WOKELLY™ 


PERFECT AYE) 





ne CAKE na) 





PERFECT 


%,, MANDLE we 








KELLY AXE & TOOL CO. CHARLESTON, W. VA. 
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“Diamond Epae” 
ote and Cutler 
Have Stood the test 










QUALITY 


Secured From Matured S seats - coined 


SERVICE. SHARED 


With picasa Built cisaneat 








“Dymond mart IS A iis PLEDGE” 


= 


DIAMOND) Braz ISA Onpviieny DIEDCE: ae ee | 


aes - 


Shapleigh National Series No. 1658 


We will send free to customers, on request, a copy of this reproduction, printed on high grade paper, size 11x14-inches, in colors as shown, suitable for framing. 

















